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Look to MacGregor first for the finest in all sports equipment. 
The MacGregor Co. « Cincinnati 32, Ohio 
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18th ANNUAL | 
CONFERENCE | 
and EXHIBIT | 


Bellevue Stratford Hotel k 
MAY 24-27,1959 
, | 


Top speakers, top subjects... | 
an outstanding program 


e Nationally prominent speakers include 
Gov. Robert B. Meyner of New Jersey; 
Mayor Richardson Dilworth of Phila- 
delphia ; Dr. Harold Meyer, Consultant, 
North Carolina Recreation Commis- 


sion. 


Yacht cruise down the Delaware River 





Robert G. Dunlop, President, to tour the duPont Country Club and | 
Sun Oil Company, will ad- Sun Oil Recreation Center. 
dress delegates during their e Four days of idea exchange on the 

( visit to the Sun Center. latest trends and methods being used 





in employee recreation. 


The year’s only exhibit of industrial 
recreation products and services. 


NIRA annual banquet and floor show 
featuring professional acts appropriate 
for industry. 


More than 25 speakers and informa- 


tion-packed sessions devoted to indus- 
trial recreation problems. 
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James Q. duPont, adminis- 
trative assistant, E. 1. duPont 
de Nemours, will give his 
“Pattern for Success.” 


18th ANNUAL NIRA 


CONFERENCE and EXHIBIT 
MAY 24-25-26-27, 1959 





































































































































Sunday, May 24 Monday, May 25 Tuesday, May 26 Wednesday, May 2) y 
8:30 a.m. Church Services Exhibit Hall Opens Exhibit Hall Opens Exhibit Hall Opens 
. General Session General Session General Session 
1. Official Welcome . 
. ; ‘ 1. Management Looks at Recreation | 1. CAB and Group Travel 
9:00 a.m. Church Services 2. How to Achieve Professional 2. P C tong 2.1 . 
Standing ; —. cooperation from ° omy Golf Courses 
3. The Future of Recreation _— » My Problem Is (Quiz) | 
10:30 a.m. Registration Exhibits Exhibits Exhibits close rm 
N Exhibit Hall Opens NIRA Luncheon Leave the Riverview Past Presidents Luncheon * 
_— , P James Q. duPont (address) Line Wharf Boat Dock Gov. Robt. B. Meyner (add 
Opening Session—Keynote Speaker sat Cruise down Delaware River to . . 
2:00 p.m. Charles Eckman—Esso-Aires Exhibits Wilmington—Buffet luncheon Register for Voting 
Panel Sessions 
1, Common Sense Cost Cutting 
— 2. Successful Clubs ‘ Annual Meeting and Electic: 
3:00 p.m. Exhibits 3. Preparing the Employee for Arrive duPont Country Club Siieen 
Retirement } 
4. Ideas for Plant-Wide Projects f 
= a ~ fi 
Panel Sessions 
1. Safety in Recreation f 
2. Handicraft Demonstration - . , , 
4:30 p.m. 3. Special Interest Activities Exhibits Tennis Demonstration | 
4. Employee Recreation 
Associations 
5:30 p.m. Exhibits Exhibit Hall Closes Tour Sun Oil Recreation Area 
6:00 p.m. Exhibit Hall Closes Dinner (open) — —T 
— , ‘ Sun Center Dinner Inaugural Banquet, ‘Introdud 
7:00 p.m. Exhibitors-NIRA Reception Phillies vs. Braves (optional) R. G. Dunlop (address) New President—RCA Floor 
11:00 p.m. Regional Caucuses Buses return to hotel wi 
ne ——— jj 
Morning Afternoon Evening 
Sun. Registration Welcome, general session Reception " 
Mon. Special Program Shopping Tour open { 
Tue. open NIRA Tour Sun Center { 
Wed. Tour of Philadelphia NIRA Luncheon NIRA Banquet 































RETURN BY 
MAY 1, 1959 


REGISTRATION FEES 


To reserve the best accommodations and save time 
on opening day, register now by filling out and re- 
turning the convenient reply card. 

NIRA Members (Company and Branch)... $35.00 
Non-Members of NERA occ ceccsceeeee $40.00 
Wives (members and non-members) |... ..$15.00 









YOUR REGISTRATION INCLUDES: 


¢ Registration Badge e Wednesday NIRA Luncheon 
e Sunday Reception e NIRA Banquet & floor show 
¢ Monday NIRA Luncheon e Conference Proceedings 
e Tuesday cruise, luncheon, e Souvenirs 

tour and dinner ¢ Conference Program 








MAIL TODAY: Your reservation card and check. 
Your choice of hotel accommodations 


(make checks payable to the National Industrial Recreation Assn.) 
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IN ONE EASY STEP | 


Introduce American Express’ 


low-cost group vacation 
No more yawning. . . 


woolgathering . . . water cooler 


cliquing . . . or daydreaming. 


In an instant every single 


member of your staff is trans- 


formed into an efficiency expert 


—happy and enthusiastic in 


the anticipation of two or three 


wonder-working weeks in 


Hawaii... the Caribbean... 


Europe . . . Mexico. . . and | Herson— 


—— 
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“ANNUAL GROUP 
VACATION PLAN 

















dozens of other delectable 


places. Each tour is priced 


easily within the financial means 
of every employee . . . and 
arranged by the world’s finest, 


most 


PLEASE CHECK 







complete travel service. 


MAIL TH 
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Learn how the new 


AMERICAN EXPRESS EMPLOYEE GROUP VACATION PLAN 


can benefit your organization. 


E COUPON 


ia Please have a representative call. 
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MERICAN EXPRESS TRAVEL SERVICE 


65 Broadway, New York 6, N. Y. « Whitehall 4-2000 


CT] | would like more information regarding personnel vacations. 
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PROTECT YOUR TRAVEL FUNDS WITH AMERICAN EXPRESS TRAVELERS CHEQUES — sPenDABLe EVERYWHERE 
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MARCH COVER—The bizarre exag- 
geration of our lead article, ‘‘Fitting 
Golf Clubs,’’ could be performed only 
by Joe Kirkwood, famous golf exhibi- 
tionist. He is shown giving a clinic for 
employees of Sun Oil Co., Marcus 
Hook, Pa. 
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NORTH AMERICAN FLYING 
HORSEMEN 

An interesting article about an unusual 
activity: the mounted military troop 
composed of employees of North 
American Aviation in Los Angeles. 
BOWLING SURVEY 

How big is industry's biggest sport, 
and what can be done to improve it? 
Here are the results of the recent NIRA 
bowling survey. 

FACILITIES: WHAT‘S NEW? 

The latest items in recreation facilities, 
some still in the dream stage, are pre- 
sented in the final articles of the facili- 
ties series. 
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... AT ANNAPOLIS 


AIR FORCE 


AND Now AT THE yy * 


IT's yard TROPHY 


GYM FINISH FOR CHAMPIONS 
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Cadet Field House, U. S. Air Force Academy, at an advanced stage of construction. It measures 
534x226x53-ft. Architects: Skidmore, Owings & Merrill. General Contractor: T. C. Bateson, Dallas 
Flooring Contractor: Superior Floor Company, Colorado Springs. 
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OR CADETS and support per- 


sonnel of Uncle Sam’s new- 





est Service Academy, the finest 


cee 


obtainable gym floor treatments were chosen. Alto- 
gether, 8 Gymnasium floors, 12 Handball courts and 
12 Squash courts are Hillyard-sealed and Hillyard- 
finished. Hillyard treatments were also used for two 


Olympic-size Swimming Pools. 








Along with the Air Force, Army, Navy and Coast Guard Academies, 
every major tournament floor.. more than 15,000 of America’s top-ranking 
field houses and arenas are Hillyard-finished. Get the full story on TROPHY® — 

the lightest, smoothest, longest-wearing, no-glare, non-slip finish of them all. 
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MAIL COUPON TODAY 
‘Toe Hillvard “NMaintaueerG” is:youk 2 ee ee ee 
HILLYARD St. Joseph, Mo. P-6 


[] Please send me Free literature on Hillyard TROPHY, 
“The Tiffany of Gym Floor Finishes”. 

(] Please have the Hillyard Maintaineer show me 
how a TROPHY Gym Floor actually costs no more. 







own specialist on floor care, 
“On Your Staff, Not Your Payroll”. 


—— Name 
ace q ST. JOSEPH ‘ MO Institution 
abi 
energy 4 Passaic, N. J. ‘di 
‘cription San Jose, Calif. 
1 Office: City...... eiaiii 


Illinois. 





Branches and Warehouse Stocks in Principal Cities 
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TOP MANAGEMENT SPEAKS: 


Worry, 

not work, 

makes people tired 
of their jobs 


J. E. Gulick 


Vice President, Manufacturing 


The B. F. Goodrich Company 








A man who, as vice president of 
The B. F. Goodrich Company, should 
know, J. E. Gulick warns that the aver. 
age man is not so likely to wear out as 
he is to rust out from lack of hard work 
and exercise. 


It isn’t work, it’s worry that makes people tired of their jobs and 
frustrated in their business interests. 

Today’s tempo of living demands that people in business and industry 
must participate in leisure time, social and recreational activities. 

Many men in business work with their mental brakes set in mortal 
terror that hard work will shorten their lives. The average man is not so 
likely to wear out as he is to rust out from lack of hard work and exercise. 

Varying degrees of worry, tension, anger and fear are the “imps” that 
cause many people to blow a fatal fuse. 

The solution for most people is to participate in recreational programs 
provided by their companies or by local groups and set a proper balance 
between work and pleasure. 

Because man is a social being, he craves the opportunity to belong. All 
people have three basic wants—economic, social and psychological. They 
want to enjoy security and economic independence which their daily 
work makes possible, a degree of relaxation, and a feeling of being a part 
of the community in which they live. 


Next to gardening, Mr. Gulick’s 
favorite recreation is to drive over the 
back roads of Ohio in his Thunderbird. 
In effect, it is as though he were driving 
away from his worries while a feeling 
of relaxation takes the place of the 
tensions of every day work. 
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YOU CAN TURN 
CHECKING COSTS 
INTO PROFITS WITH 


SELF-SERVICE 
COIN-OPERATED 


LOCKERS 


This modern, automatic checking system 
eliminates payroll costs of checking with 
old fashioned bags and baskets. . . pre- 
vents pilfering ... rids you of the risks of 
custody liability...and patrons like it 
because they don’t have to stand in line 
and don't have to worry about the safety 
of their possessions. 


WRITE THE FLXIBLE COMPANY e LOUDONVILLE 2, 


Sa ae 





The revenue from this self-service sys- 
tem plus the saved costs will soon pay for 
these long-life lockers — and then become 
a continuing source of cost-free income 
for improvements and expansion. 

And by a simple adjustment, you can 
at any time change from a pay-as-use 
service to a free service, or vice versa... 


A SELF SERVICE 
COIN OPERATED 
SYSTEM 





yet retain all the security features and 
automatic checking conveniences. 

Let us show you the world of difference 
there is between the new automatic Senti- 
nel system and ordinary checking systems, 


OHIO « U.S.A. 


TENNIS---The ideal active game for the ENTIRE FAMILY 






“can: spark your progrom -- — yaa 


BALL-BOY COMPANY 


3 Kensington PI., 





Bronxville, N. Y. 





Please send more information on Ball-Boy to: 











RECREATION MANAGEMENT, MARCH 1959 








SHAFT FLEX can make a big difference 
as demonstrated by golf pro Tom Walsh 
in this unusual photo taken by Inter- 
national Harvester magazine. 





FITTING GOLF 


It’s the golf pro’s job, but with a fundamental 


knowledge of golf club construction, you can 


help the hacker with accurate, beneficial advice 


As with the weather, many golfers 
talk about picking clubs that fit, but 
never do anything about it. 

Why? Simply because they are mis- 
informed. For years they have been 
bombarded with advice from  well- 
wishers on how clubs should fit. Un- 
fortunately, the words of wisdom are 
seldom wise, and are, in many cases, 
downright pernicious to their game. 

Yet, buying the right golf clubs 
should be on easy, pleasurable task 
that is, if the golfer knows exactly his 
needs and how to go about fulfilling 
them. 

The recreation director will hardly 
ever have occasion to fit a golfer with 
a set of clubs. That’s not his job. How- 
ever, he can boost his golf program 
by offering accurate, beneficial advice. 
He can be a father confessor to the 
unhappy hacker who is certain the 
trouble lies, not in the stars, but in his 
clubs. 

He can point out to the golfer where 
to go for a properly fitting set—that 
is, to the golf professional. But what’s 
more important, he can coach the 
player on what to say when he gets 
there. 

It is important to realize that 90% 
of all golfers can find stock model clubs 
to fit them exactly. It’s expected, 
though, that the club shopper be fa- 
miliar with concepts, such as swing- 


NEARLY 100 companies operate their 
own golf courses as employee facilities. 
At left is Armco Steel’s course in Middle- 
town, Ohio. 


weight, length, flex, grip, size, and lie. 

Swingweight. This term indicates 
the distribution of the weight of a club. 
the proportion of the weight in the 
head compared to the shaft and grip. 
Swingweights are cataloged by the let- 
ters A, B, C, D, and E, and by ten 
numerical graduations in each letter 
designation, from 0 through 9. 

A and B swingweights are excep- 
tionally light. 

C swingweights are used by most 
women golfers, the median range being 
between C-4 and C-7. 

Men, and the more powerful women 
golfers, use clubs in the D sequence. The 
swingweight for most men falls in the 
D-1 to D-5 area. 

Except for sand wedges and an oc- 
casional hybrid club, there are no “E” 
swingweights. 

When discussing club weight, the 
total weight of the club is not signifi- 
cant in itself. It is the relation of the 
club’s total weight to the distribution 
of that weight. The over-all weight of 
a club must always be in proper pro- 
portion to the swingweight. This is a 
strict requirement imposed on all clubs 
produced by reliable manufacturers. 

Length. It is measured from the 
base of the heel to the tip of the shaft. 
The length of the driver keys the length 
of a set of woods, while the length of a 
set of irons is identified by the length 
of the No. 2 iron, All other clubs in 
the set are proportionately sized. 

Club length is not dependent upon 
the height of the golfer. The player's 
strength and the length of his arms are 
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CLUBS 


far more important considerations. A 
hig player may be weak; a small player 
incredibly strong. 

Standard club lengths for men are: 


woods—1214"” to 43”; irons—3814” to 
39”. 

Standard club lengths for women 
are: woods—1114.” to 42”; irons—37” 
to 38” 


Flex. The diam.ter of the shaft and 
the thickness of the shaft wall deter- 
mine the amount of 
“whip” in the shaft. It is important, of 
course, to determine beforehand pre- 
cisely what flex best suits the golfer. 

Most women will want to use a sup- 
ple shaft, one with plenty of whip. On 


flex, bend or 


the other hand, long-hitting men will 
swing with a firm shaft, while pro- 
fessionals and other extremely long- 


hitting men will employ a very stiff 
shaft. 

Most men use a club with a medium- 
stiff shaft. 

Grip size. Golf manufacturers have 
a unique way of specifying the grip 
size. The standard men’s grip measures 
28/32 diameter at a point 
214 inches from the top of the club, 
and is tapered to 25/32 inches at a 
point 514 inches from the top. 

An undersize grip is described 
“1/32 which 
1/32 inches below standard. An over- 
size is “1/32 inches over,” and a full 
oversize is “1/16 inches over.” 

Generally, grip size is a matter of 
preference. If the grip feels good, it 
is good. Gene Sarazen, with small 
hands, uses a full oversize grip. Johnny 
Revolta, with large hands, prefers an 
undersize grip. 


inches 


inches under.” means 


Correct grip size is never determined 
by the size of the player’s hand; it is 
the length of his fingers that counts. 
If necessary, grip sizes on stock clubs 
can be altered without changing the 
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TOURNAMENT pro Shelley Mayfield stages a lunch hour golf clinic for employees 
of Grumman Aircraft Engineering Corp. in Bethpage, N. Y. Such clinics stimulate 
interest and get company leagues off to a flying start. 


swingweight of the club appreciably. 
In recent years, most golf club manu- 
facturers have given a great deal of 
attention to the grips on their clubs. 
Lie. The sole of the club should be 
flat on the with the 
tilted slightly at normal address posi- 


ground or toe 


tion. If the toe is too high off the 
ground, the lie of the club will be too 


“upright,” and pulled shots are likely 
to occur. If the heel is off the ground, 
the club will have too “flat” a lie, and 
pushed shots are a definite hazard. 

For the majority of men and women, 
standard lies of clubs will be correct. 
But tall players with exceptionally long 
arms, or short players with diminutive 
arms, may need a club lie other than 
standard. 

Fitting clubs to the individual golfer 
is not an exact science; it is extremely 
doubtful if it ever will be. However, 
the golfer can put the odds on a cor- 
rectly his favor 
with a bit of caution and a conversa- 
tional knowledge of club construction. 
He has everything to gain and only 
strokes to lose. 


fitting set greatly in 


The recreation director will always 
be the key the organization 
and maintenance of the industrial golf 


man in 


program. And to function with the 
greatest effectiveness, he must have a 
fundamental knowledge of golf club 
construction—it may surprise him 
how far fundamentals can carry him 


and his golf recreation program. 





STANDARD GOiF CLUB 
SPECIFICATIONS 


CLUB MEN’S LADIES’ 
NUMBER LENGTHS LENGTHS 
lrons 
2 38 Y,” bY on 37%,” 
3 38 36% 37 
4 37 36 36% 
5 37 35% 36 
6 36, 35 35 
7 36 34% 35 
8 35 34 34%, 
9 35 33%. 34 
Putter 341, 3342 33% 
Sand 

Wedge 35 34 34 
Pitching 

Wedge 35 34 34 
Woods 
1-Driver 42142” 43” 41%” 42” 
2-Brassie 42 42%. 41% 42 
3-Spoon 41% 42 4] All, 
4-Spoon 41 41%, 40% 41 
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BOWLING 


Whirlpool sponsors 12th National Industrial 


TOURNEY 


Bowling Tournament in St. Joe, March 21-22 


number one 
participant sport will reach its season’s 
high in activity March 21 and 22 when 
industrial teams converge on St. Joseph, 
Mich. for the 12th annual National In- 
dustrial Bowling Tournament. 
Sponsored by the Whirlpool Corp. 
and sanctioned by The American Bowl- 
ing Congress, industry’s national cham- 


Industrial recreation’s 


pionship will be rolled at Gersonde 
Brothers Recreation, just west of St. 
Joe on Route 12. 

Recently modernized, Gersonde’s fea- 
tures 32 lanes and the latest in auto- 
matic pinsetters and ball returns. 

As in the past, any industrial com- 
pany is eligible to participate in the 
tournament. However, all bowlers must 
be bona fide employees of the com- 
panies they represent. 

In addition, male entrants must be 
ABC members and membership cards 
must be presented before bowling. 

This year, entries will be limited to 
51 teams on a first-com, first-served 
basis. Each company locaiion may 
enter two teams, and, as in the past, the 
team average cannot exceed 940. 

To give all participants an even 
break in scheduling alleys and games, 
each team will bowl six games on 
Saturday and three on Sunday. 

Deadline for tournament entries is 
March 6. If you have not already re- 
ceived an official entry form, one may 
be obtained by writing: Stephen W. 
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Wendelken, Manager of Planning and 
Scheduling, Whirlpool Corporation, St. 
Joseph, Mich. 

The entry fee of § 
is broken down 


per team 


to cover tournament 
costs as follows: 

Bowling—$21.00 

Prize money—$11.25 

Tournament expense—$6.00 

Champions will be well rewarded 
with a liberal distribution of trophies. 
The 
Briggs Rotating Trophy plus _ indi- 
vidual awards, and trophies will be 


winning team will receive the 


SCENE of the National Industrial Kowl- 
ing Tournament, Gersonde Bros. Revrea- 
tion, St. Joseph, Mich. 


presented to the top five teams. 

In addition, individual awards will 
be presented for high single game, 
three game and nine game scores, The 
individual champ will be given a 
Whirlpool automatic washer. 

Team trophies will be awarded for 
high single and nine game scores. 

To allow teams to leave the tourna- 
ment as their schedules demand, all 
trophies will be mailed. However, there 
will be a party for all bowlers and 
company representatives on Saturday 
night with Whirlpool as hosts. 

Originated in 1918, the National In- 
dustrial Bowling Tournament is spon- 
sored by a different company each year. 
In 1958, the event was hosted by 
Columbus Coated Frabrics Corporation, 
Columbus, Ohio. 

Defending Champion Ford Engineer- 
ing and Foundry won the title with a 
57 pin lead over Studebaker-Packard 
Corp.. in a close race which saw the 
second and fifth place teams separated 
by a mere 19 pins. 

Normally, an average of 60 teams 
participate in the N.I.B.T. with by far 


the strongest representation coming 
from Ohio, Michigan and Indiana. 


After last year’s disappointing turnout 
of 33 teams, Whirlpool’s tournament 
manager Steve Wendelken has _ in- 
creased promotion efforts and is on the 
lookout for any company interested in 
sending a team to this year’s national 
tournament. 





NATIONAL INDUSTRIAL BOWLING TOURNAMENT 
1958 Team and Individual Leaders 


Team Score 
Ford Engineering & Foundry 8555 
Studebaker-Packard Corp. 8498 
Wright-Patterson AFB 8495 
Firestone Tire & Rubber #1 8488 
GMC Truck and Coach 8479 


Past Team Champions 


Year Team Score 
1948 Chrysler Corp. 8789 
1949 Briggs Beautyware 8573 
1950 Studebaker Corp. 8684 
1951 Briggs Beautyware 8632 
1952 Briggs Beautyware 8749 


Individual Score 
Ollie Bezma, Studebaker 1828 
Wilbur Bobo, Goodyear Arcft 1819 
Gael Freeman, Firestone +2 1803 
Dick Carmichael, GMC Trucks 1803 
Wm. Nagle, Ford Engineering 1789 
1953 Firestone Tire & Rubber 8748 
1954 Goodyear Tire & Rubber. 8491 
1955 Studebaker-Packard 8257 
1956 Studebaker-Packard 8237 
1957 Ford Engineering Staff 8625 
1958 Ford Engnrg. & Foundry . 8555 
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“_ EAGUE BOWLING. 


Big-budget fun without a big budget 


For company sponsorship, bowling 

with Brunswick is the least expensive 
of all top participant sports 

No wonder so many companies hinge their recreation pro- 
grams on bowling with Brunswick. There is no other sport 


that offers employers — and employees — so many advan- 
tages as bowling: 


1, Nothing to purchase. Your company has no need to 
supply playing facilities, grounds or equipment. Bowling 
centers supply balls free, rent shoes for a few cents and 
charge nominally for a game. 

2. Most fun for most employees. Everyone can play 
...men and women, all ages . . . and everyone enjoys the 
wholesome atmosphere of modern lanes. 


3. Easily organized. National bowling organizations and 
individual bowling centers offer free information . . . gladly 














help set up teams and leagues. 


4. Top morale builder. Everyone can bowl, so more em- 
ployees benefit from company sponsorship . . . from meeting 
and mixing. 





5. Year-round fun. Bowling isn’t hedged in by seasons, 





weather or hours. You can bowl any day of the year and, in 
many cases, at any hour of the day. 


6. America’s most popular participant game. Bowl- 





BRUNSWICK 


THE NAME THAT MAKES THE GAME 


ing is now America’s top family game, enjoyed by over 22 
million people. And no one has done more to make the 
game than Brunswick, with a constant stream of innova- 
tions and “firsts.”” From Tel-E-Scores to Automatic Pin- 
setters, from bright modern furnishings to Red Crown pins, 
Brunswick makes bowling more popular, more fun. 


How about your company? If you have no bowling pro- 


gram now, see about starting this month by calling your 
Brunswick proprietor, now! 
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RMI 


CAB EXPLAINS 
REASONS FOR 
CHARTER RULES 


CAB representatives discuss problem areas 


during January NIRA Travel Council meeting 


One of the toughest jobs in organizing charter air travel 
for employee groups concerns a sheath of papers—the 
| charter application to the Civil Aeronautics Board. 
| Filling out the application can be difficult enough, but 
| satisfying all the prerequisites for charter approval can 
be frustrating. Why all the red tape? Why all the restric- 
tions? 

To get an answer, the NIRA Travel Council invited the 
CAB’s Carrier Relations Chief, J. W. Rosenthal and his 
assistant, Harold Parrott, to attend the Council’s January 
meeting at Hotel Fontainebleau, Miami Beach, Fla. 

Questioned by the Council on the applicability of the 
CAB’s charter rules, Rosenthal stated that the problems 
facing industry stem not so much from a misunderstanding 


Members of the NIRA Travel Council take a brief break at the conference table during their semi-annual meeting. 


SITE for the third meeting of the NIRA 
Travel Council was the luxurious Hotel 
Fontainebleau, Miami Beach. 


of those rules. but rather from a misunderstanding of the 
reasons for the rules. 

Rosenthal emphasized that the limitations imposed by 
the Board’s charter policy (see RECREATION MANAGE. | 
MENT, Dec., 1958, page 12) are not intended to dis. 
courage bona fide charter travel. Instead, the rules are 
designed to preserve individual fare service. 

Without a well distinction 
Rosenthal stated, individual fare service would tend to 
break down, to the detriment of the entire air transporta- 


defined 


tion system. ) 

For the future, Rosenthal indicated four steps which, 
in his judgment, are required to put the charter program 
on a sound basis with a minimum of burden upon the 
carriers and chartering groups. 

First, the Charter Policy must be converted to the form 
of a regulation. (This project is currently underway and 
is expected to be completed in the near future.) This will 
provide a clear-cut set of rules which should assist the 
carriers, travel agents and charterers in screening groups 
for charter eligibility and will assist in the enforcement 
of the charter concept. 

Secondly, substantially the same rules should govern 
the various types of carriers competing in the charter 
market. Rosenthal expressed hope that such a regulation 
would be made effective this year. 

Other recommendations will further the aim of the CAB 
to standardize charter rules and thereby neutralize any 
competitive advantages that may now exist between the 
several classes of carriers. 

Thirdly, the CAB must obtain legislative authority to 
impose civil penalties. The CAB has requested this authority 
from the present Congress. If the Board is erapowered to 
impose civil penalties when its regulations are violated. 
the Board may then be in a position to discontinue its 
prior approval procedure with respect to international 
charter flights. 

The actual elimination of this requirement will depend 
upon attainment of the fourth and final goal, namely. 
agreement by foreign governments to grant landing rights 
to our carriers without prior screening for charter eligi- 
bility by the Board. From experience with certain foreign 
governments in the past, Rosenthal stated, it appears that 
the attainment of this goal will require some extensive 
effort. 

A number of provisions in the charter policy which 
charterers and tour operators find particularly trouble- 
some were discussed. For the most part, Rosenthal’s an- 
swers were the same as those published in December R/M. 

continued on page I4 
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Lanstar of California 
11973 San Vicente Blvd. 


western industrial Los Angeles 49, California 


(] Send copy of “Lanseair Industrial Travel Plan” 
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AL ANSEAIR 


OF CALIFORNIA =f | 


ow 
Plan? for 1959 travel 


ol ANSEAIR offers your organization carefree vacation tours abroad; arranged to 


provide the best value for your money. Over 4,000 satisfied persons 
are sent to Europe each year from industrial organizations that use 


our service year alter year. 


ol ANSEAIR makes all the arrangements for your group... including round trip 


air transportation, first class hotel accommodations, meals, all sight- 
seeing and excursions, entrance fees, the services of professional 
escorts and guides. Intra-Europe transportation is by deluxe motor 


coach, steamship, air and rail. 


} 
ol ANSEAIR offers you the benefits of an experienced stall of group tray el special- 


ists and the services of its world-wide facilities . . . all designed to pro- 


vide your organization with a completely successtul travel program. 


members of 





LOS ANGELES WASHINGTON, D.C. CHICAGO ATLANTA 
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NIRA Travel Council 


(Listed below are the members who attended the 
Travel Council Meeting, January 16-17, 1959) 


NIRA Travel Committee: 
Thomas G. Croft, NIRA President, Convair 
Oskar Frowein, Republic Aviation Corp. 
Don L. Neer, NIRA Executive Secretary 
Carriers: 
Alaska Airlines*, Mrs. Betty Crites Dillon 
KLM Royal Dutch Airlines*, Peter Rothholz and John 
Bussian 
Overseas National Airways*, Worth L. Thornton and 
John Rothschild 
Pan American World Airways System*, Henry W. 
Beardsley and Phil Siefert 
Trans World Airlines Inc., Henry J. Verderber and 
Frank L. Smith 
Tour Operators: 
American Express Company*, James T. Robinson 
Happiness Travel Service*, Gene Barron 
Lanseair of California, Inc.*, Walt J. Peters 
Lanseair Travel Service, Inc.*, Jorgen Kolle 
Transmarine Tours, Inc., Thomas A. Broderick and Olga 
Hamilton 
Transport & Travel Contractors, Inc.*, John Ricksen 
World Educational Travel, James L. Lynch 
Travel Agents: 
Adams Travel Service, Inc.*, Herbert Lieberman 
Hotels, Resorts, Convention Bureaus: 
Beau Rivage Motel, Si Kriegel and Jim Bachman 
Crown Hotel, Jerry Sussmann 
Hotel Fontainebleau*, Allan Nolte and William Buckley 
Gill Hotels Company, David A. Randall 
N. Y. Convention and Visitors Bureau*, Charles Gillett 
Schine Enterprises, Inc., Armando W. Castroverde 
*Associate Member 








To Live 
Enjoyably 


Travel brings knowledge. culture, health. 
a freshened spirit into the daily life of the 
business man and woman. Travel is a 
necessity, not a luxury, to every individual 
seeking to live abundantly and colorfully 
and enjoyably, and to gather memories to 
cherish. 





Transmarine Tours Inc.. established in 
1936, is happy to assume affiliate mem- 
bership in NIRA, to serve you in group 
and individual travel. The personal super- 
vision of experienced owner-management 
is your assurance of the best possible 





service—the most for your travel invest- 
ment. 
For instance, Transmarine has been 


chosen to handle the travel to Honolulu 
of 198 members of the Traffic Activities 
" Club of New York. 

Drop us a line at 500 Fifth Avenue. 
New York 36, or telephone OX ford 5-4460 
for quotations and itineraries on any travel 
you may be planning. 
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continued from page 12 

One Council member strongly expressed the opinion that 
any member of a household, regardiess of relationship, 
should be eligible for charter and that any parent, spouse 
or child should be eligible regardless of residence. 

In defense of the Board’s definition of immediate family, 
Rosenthal pointed out that a clear-cut, enforceable defini- 
tion is essential to swift processing of charter applications. 


He noted some of the problems in trying to establish house. | 


hold residency and pointed out specific instances in which © 


the alleged household affiliation was highly suspected. 


He also pointed out that the definition of immediate © 
family as set out in the Board’s charter policy is not new, 7 


that the certified carriers have indicated informally that 
this is the definition they apply. and that the Board’s defini- 
tion is more liberal than the International Association of 
Travel Agents’, which includes only spouse and dependent 
children. 

Rosenthal also warned that the 
its staff that it does not intend in 
liberal policy in granting waivers 
immediate family. 

Rosenthal summarized with the 
in the future will not be heavier 
riers and that the CAB is doing 
develop: 


Board made clear to 
the future to follow a 
from its definition of 


hope that restrictions 
for non-scheduled car- 
everything possible to 


1. Uniform regulations 

2. Equal means of enforcement, 
trying to protect: 

1. Individual ticketed services already in operation 

2. The broad and growing market of legitimate group 
travel. 


and that the CAB is 


In general, he cautioned all to file charter requests early 
and indicated they will be processed within 30 days of 
receipt. It is always the late applications with which they 
have trouble. The record speaks for itself: 


Applications Avg. days 
Year Filed Disapproved to process 
1957 85 6 37.0 
1958 13] 4 34.2 


Other items of business centered on Travel Council func: 
tions and membership qualifications. 

Inasmuch as certain hotels, resorts and tour operators 
are set to handle group movements better than others, the 
Council discussed how they could, as a service, pass this 
information on to NIRA company members. 

Rather than approve or recommend various agencies 
which are capable of handling industrial groups satisfac: 
torily, the Council voted to maintain a master file of reports 
on past experiences and performances of carriers. tour 
operators and hotels. These reports, verified as to authen- 
ticity, would be available to NIRA members upon request. 
In the case of bad reports, those complained against would 
be given a chance for rebuttal which would also be in- 
cluded in the report. 

Presently, membership in the NIRA Travel Council is 
open to any carrier, tour operator, agent or hotel who holds 
an Associate or Affiliate membership in NIRA. The Council 
entertained several ideas on limiting or standardizing mem- 
bership qualifications, and voted to send its recommenda- 
tions plus a special application form to the NIRA Board 
of Directors for approval. 

The January Council meeting was hosted by the Hotel 
Fontainebleau and Council members were entertained at 
dinner by the Beau Rivage and Crown Hotei. 
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125 GENUINE AUTOGRAPHED LOUISVILLE SLUGGER—POWERIZED. Natural ash white finish. Turned from choice, open-air-seasoned white ash. 
Genuine autographed models of the twenty sluggers listed below comprise the No. 125 line. An assortment of not fewer than six different models is 


juaranteed to each carton of one dozen. Packed 4/33", 5/34'', and 3/35'' bats in each carton. Shipping weight, 27 pounds Each $4.50 
MODELS: ’ f 

Henry Aaron Orlando Cepeda Al Kaline Ed Mathews Roy Sievers 

Richie Ashburn Bob Cerv Ted Kluszewski Gil McDougald Duke Snider 

Ernie Banks Nelson Fox Harvey Kuenn PeeWee Reese Frank Thomas 

Yogi Berra Jackie Jensen Mickey Mantle Jackie Robinson Ted Williams 


1258 SPECIAL AUTOGRAPHED LOUISVILLE SLUGGER—POWERIZED. (Not illustrated). Quality and finish identical to No. 125 above, but turned to 
slightly smaller dimensions for the particular requirements of High School, Prep School, Babe Ruth League, Pony League, and other teen-age players. 
Listed below are the autographed models in the 125S group. An assortment of not fewer than six different models is guaranteed to each carton of one 


dozen. Packed 4/32'', 5/33'', and 3/34'"' bats in each carton. Shipping weight, 26 pounds ach $4.50 
MODELS: . ’ 

Henry Aaron Jackie Jensen Mickey Mantle Roy Sievers 

Richie Ashburn Al Kaline Ed Mathews Duke Snider 

Yogi Berra Harvey Kuenn Jackie Robinson Ted Williams 


43 ASH FUNGO. GENUINE LOUISVILLE SLUGGER—POWERIZED. (Not illustrated). Quality and finish identical to No. 125 above. Each carton of 
one dozen contains three (34'') infield and nine (37'' and 38'') outfield fungoes. Shipping weight, 20 pounds Each $4.50 
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125 EBONY FINISH—GENUINE AUTOGRAPHED LOUISVILLE SLUGGER—POWERIZED. Turned from choice, open-air-seasoned timber. Rich ebony 
finish with gold branding. Six different models are guaranteed to each carton of one dozen. Packed 4/33", 5/34'', and 3/35"' bats in each carton. Shipping 


weight, 27 pounds Each $4.50 
EEN. 150 Vrs Grand Stam. 
> = an xan 
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150 GRAND SLAM—Natural white finish. Turned from select northern white ash timber. Patterned after the original models of the famous sluggers 
whose names they bear. Six different models guaranteed to each carton of one dozen. Lengths 4/33'', 5/34'', and 3/35" bats in each carton. Shipping 
weight, 26 pounds Each $3.60 


1508 SPECIAL GRAND SLAM—(Not illustrated). Quality and finish identical to No. 150 above, but turned to slightly smaller dimensions for the par- 
ticular requirements of High School, Prep School, Babe Ruth League, Pony League, and other teen-age players. Six different models guaranteed to 
each carton of one dozen. Lengths 4/32'', 5/33'', and 3/34" bats in carton. Shipping weight, 24 pounds Each $3.60 


SPECIAL 


ED MATHEWS MODEL 
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1408 SPECIAL POWER DRIVE. Natural white finish. Turned from fine white ash. Patterned after the original models of the famous sluggers whose 
names they bear, but turned to slightly smaller specifications for the particular requirements of High School, Prep School, Babe Ruth League, Pony League, 
and other teen-age players. Six different models guaranteed to each carton of one dozen. Asscrted lengths 32'' to 34'': shipping weight, 24 pounds 


Each $3.10 
Bats for PONY LEAGUE Bats for BABE RUTH LEAGUE 
Numbers 125S, 150S, 140S, and 130S (also the Junior and Any baseball bat in the Louisville Slugger line not longer than 
Little League numbers) are approved for PONY LEAGUE 34” may be used in BABE RUTH LEAGUE play. However, the 
play. These numbers are particularly suitable for players of “specials” (125S, 150S, 140S, and 130S) are particularly suit- 


this age group. able for players of this age group. 


HILLERICH & BRADSBY COMPANY, INC., LOUISVILLE, KENTUCKY 
Also Makers of Grand Slam Golf Clubs 
Copyright 1959 














LOUISVILLE SLUGGER BASEBALL BATS 
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HARVEY KUENN MODEL 





14W SAFE HIT. Finished in natural ash white and supplied in an assortment of famous sluggers' models in each carton of one dozen. 


Assorted lengths 
from 32'' to 35''; shipping weight, 26 pounds Each $2.70 
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Big Leaguer 
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11B BIG LEAGUER. Black finish with white tape grip. An assortment of famous sluggers' models in each carton of one dozen. Lengths range from 32" 
to 35''; shipping weight, 26 pounds Each $2.30 
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1308 SPECIAL SAFE HIT. Turned from ash with rich dark maroon finish. Patterned after the ori 
bear, but turned to slightly smaller specifications for the Particul 


ginal models of the famous slu 
other teen-age players. 


ar requirements of High School, Prep School, 


ggers whose names they 
Six different models guaranteed to the carton of one dozen, assorted lengt 


Babe Ruth League, Pony League, and 
hs 32'' to 34''; shipping weight, 24 pounds Each $2.20 





9 LEADER. Light brown finish. Assorted famous sluggers' models. Assorted lengths, from 32'' to 35''; shipping weight, 26 pounds Each $1.80 
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Performance makes them Famous 
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LITTLE LEAGUE 
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LOUISVILLE SLUGGER 





125LL GENUINE AUTOGRAPHED LITTLE LEAGUE LOUISVILLE SLUGGER. Large-size junior bat. Turned from select, open-air-seasoned white ash and 
hickory. Each carton of cne dozen contains approximately half with natural white finish and half with antique finish. Autographs of Henry Aaron, Yogi 
Berra, Jackie Jensen, Mickey Mantle, Duke Snider, and Ted Williams. Packed 3/29'', 4/30'', 3/31'', and 2/32’' bats in each carton. Shipping weight, 
21 pounds Each $3.40 


LITTLE LEAGUE 
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125BB GENUINE AUTOGRAPHED LITTLE LEAGUE LOUISVILLE SLUGGER—EBONY FINISH. Large-size junior bat. Turned from select open-air-seasoned 
cakes” tern white tape grip. Autographs of Henry Aaron, Yogi Berra, Jackie Jensen, Mickey Mantle, Duke Snider, and Ted Williams. Lengths, 


3/29", 4/30", 3/31", and 2/32" bats in each carton. Shipping weight, 21 pounds Each $3.40 
f> LATTLE LEAGUE 

Lj oe amuinemn LOUISVILLE SLUGGER 

aad ~ peer ee 








125) GENUINE AUTOGRAPHED LITTLE LEAGUE LOUISVILLE SLUGGER. Medium-size junior bat. Turned from select open-air-seasoned ash. Approxi- 
mately half of the 125J bats have natural finish as shown above; the other half have an ebony finish. Autographs of Henry Aaron, Yogi Berra, Jackie 
Jensen, Mickey Mantle, Duke Snider, and Ted Williams. Lengths 3/29", 4/30", 3/31", and 2/32''. Shipping weight 19 pounds Each $2.60 


Kittle Jeague 


TED WILLIAMS MODEL 





JL LITTLE LEAGUE “‘It's a Louisville."’ Large-size junior bat with attractive ebony finish and gold branding. Each bat contains the name of one 
of these famous hitters: Henry Aaron, Yogi Berra, Jackie Jensen, Mickey Mantle, Duke Snider, and Ted Williams. Lengths 29'' to 32''. Shipping weight, 


19 pounds Each $2.20 





J2s LITTLE ~ LEAGUE. Large-size junior bat. Light brown finish. Each bat branded with name of one of these famous hitters: Henry Aaron, Yogi 
Berra, Jackie Jensen, Mickey Mantle, Duke Snider, and Ted Williams. Lengths 29'' to 32''. Shipping weight, 19 pounds Each $1.80 
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125Y LOUISVILLE SLUGGER OFFICIAL SOFTBALL BAT—MODEL 12. For the consistent hitter, a small-barreled bat with gradual taper to small grip. 





Antique finish. Finest selection of second-growth ash and/or hickory. One dozen to carton, 6/33'' and 6/34''; shipping weight, 22 pounds Each $3.60 
4 ‘ TS eS Ses OFFICIAL 
HILLERICH & BRADSBY cS oussrlle Slugger 
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125W LOUISVILLE SLUGGER OFFICIAL SOFTBALL BAT. Assortment of popular models packed in carton of one 


dozen. Turned from select ash and/or 
hickory, and Powerized. Finished in natural ash-white. Lengths, 6/33'' and 6/34"; shipping weight, 22 pounds 


Each $3.25 





125B LOUISVILLE SLUGGER ''METEOR'' OFFICIAL SOFTBALL BAT. A splendid assortment of models that will meet requirements of the various types 
of hitters. Red maroon finish. Turned from select ash and/or hickory, and Powerized. One dozen in carton, 6/33'' and 6/34''; shipping weight, 22 pounds. 


Each $3.25 
(( a Retaveni penaaned | ’ 


125C LOUISVILLE SLUGGER OFFICIAL SOFTBALL BAT—MODEL 8. "'Fast-Swi..3"" model for hitting fast pitching. Bottle-shaped large barrel that 
tapers quickly to small grip. Natural white finish. Turned from select ash and/or hickory, and Powerized. One dozen to carton, 6/31'' and 6/32": ship- 
ping weight, 23 pounds Each $3.25 
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250B LOUISVILLE SLUGGER "'ROCKET'' SOFTBALL BAT—ASSORTED OFFICIAL MODELS. A splendid variety of models—answers full team requirements. 
Ebony finish. Turned from select ash and/or hickory. One dozen in carton, 6/33'' and 6/34"; shipping weight, 22 pounds Each $3.25 
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125T LOUISVILLE SLUGGER OFFICIAL SOFTBALL BAT—MODEL 6. For heavy hitters—a bottle-shaped model with large barrel, tapering quickly to a 
medium grip. Natural white finish. Turned from select ash and Powerized. One dozen to carton, 6/33'' and 6/34'': shipping weight, 23 pounds Each $3.25 


AALS 





2506 LOUISVILLE SLUGGER OFFICIAL SOFTBALL BAT—MODEL 8. "Fast-Swing"’ 


gee tapers to small handle. Ebony finish. Turned from select ash and/or hickory and Powerized. 
pounds 


model for hitting fast pitching. Bottle-shaped—large barrel that 
Each carton, 6/3l'' and 6 32". Shipping weight 
Each $3.25 
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125L LOUISVILLE SLUGGER OFFICIAL SOFTBALL BAT—MODEL 1. For girl hitters. A small-barreled bat with gradual taper to a small grip. Natural 
white finish ash and Powerized. One dozen in carton, 33'' lengths. Shipping weight, 19 pounds Each $3.25 


200A LOUISVILLE SLUGGER OFFICIAL SOFTBALL BAT. Supplied in assorted softball models 
high-quality ash and/or hickory. One dozen to carton, 31'' and 32'' lengths; shipping weight, 18 pounds 


Finished in brown antique and Powerized. Turned from 


Each $2.85 
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SOFTBALL 
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102 LOUISVILLE SLUGGER OFFICIAL SOFTBALL BAT. Assorted popular softball models of first quality ash and hickory. Oil Tempered and finished 
in saddle brown. Packed one dozen to carton, 6/33'' and 6/34''; shipping weight, 23 pounds Each $2.85 
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100C LOUISVILLE SLUGGER "'FAST-SWING"' OFFICIAL SOFTBALL MODEL. Turned from high quality ash and/or hickory and finished in medium brown. 


One dozen in carton, 6/31'' and 6/32''; shipping weight, 23 pounds Each $2.85 
bea TR wn hee a eho ae peace 
JouISVILLE SLUGGER 
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100W LouIsVILLE SLUGGER OFFICIAL SOFTBALL BAT. Assorted popular softball models. Turned from high quality ash and/or hickory. oy white 
finish and Oil Tempered. One dozen in carton, 6/33'' and 6/34''; shipping weight, 22 pounds h $2.85 


54 "It's a Louisville'’ OFFICIAL SOFTBALL BAT. Assorted models turned from ash and hickory. Brown finish and black zapon grip. One dozen in 
carton, 6/33'' and 6/34'': shipping weight, 23 pounds Each $2.20 
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54C “It's @ Louisville’ OFFICIAL SOFTBALL BAT—Bottle-shaped ''Fast Swing'' model. Made of ash and hickory, with ebony brown finish. One dozen 
in carton, 6/31"' and 6/32"'; shipping weight, 23 pounds Each $2.20 
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54L “It's a Louisville’’ OFFICIAL GIRLS' MODEL. Natural white finish ash with blue zapon grip. One dozen in carton, 33'' length; shipping he gf 
18 pounds Each $2.20 


| manaenens 


52H OFFICIAL SOFTBALL BAT. Turned from ash and/or hickory and finished in ebony. One dozen assorted models to carton, 33'' and 34'' lengths; 
shipping weight, 23 pounds Each $1.80 
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§2 OFFICIAL SOFTBALL BAT. Natural finish ash. One dozen assorted models in carton, 33'' and 34'' lengths; shipping weight, 22 pounds..Each $1.80 
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51H OFFICIAL SOFTBALL BAT. Turned from ash and/or dieaenitndn with maroon finish and gray zapon grip. Assorted models. One dozen to carton, 33" 
and 34'' lengths; shipping weight 22 pounds...... ‘ Each $1.70 


Qua 


50 OFFICIAL SOFTBALL BAT. Brown finish. One dozen assorted models to carton, 33'' and 34'' lengths; shipping weight 22 pounds Each $1.30 
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MARS 75 MEN’S WOODS 


Turned from genuine air-seasoned Persimmon, the large, strong head of 
MARS 75 has an attractive Mahogany metallic finish with pressure-tempered 
red fibre face insert. Equipped with the Century shaft by True Temper and 
two-tone red and black leather Rib Guide grip with spiral groove and 
perforations. 

MARS 75 available also in left-hand. 


Set of 4 MARS 75 (Driver, Brassie, Spoon, Cleek)........... $60.00 
Set of 3 MARS 75 (Driver, Brassie, Spoon) 45.00 
Individual MARS 75 clubs 15.00 


MARS 70 @ MEN’S IRONS 


A sterling performer, MARS has strength, durability, and good looks at a 
very reasonable cost. LEVELUME plated, the head has the conservative and 
sound Arch Flange back, where the weight is center powered. Equipped with 
the Century shaft by True Temper and two-tone red and black leather grip 
— spiral grooved and perforated. 


MARS 70 available also in left-hand — with wide, straight flange back. 
Set of 9 MARS 70 (2, 3, 4, 5, 6, 7, 8, 9, Putter)........... $90.00 
Set of 8 MARS 70 (2, 3, 4, 5, 6, 7, 8, 9) 80.00 
Set of 5 MARS 70 (3, 5, 7,,9, Putter).. 50.00 


Individual MARS 70 clubs (2, 3, 4, 5, 6, 7, 8, 9, Putter, Wedge) 10.00 


TROY 55 LADIES’ WOODS 


Turned from genuine air-seasoned Persimmon, the large, strong head of TROY 
has an attractive Mahogany metallic finish with pressure-tempered red fibre face 
insert. Equipped with the Century shaft — Ladies’ pattern — by True Temper and 
two-tone red and black leather Rib Guide grip with spiral groove and perforations. 


Set of 4 TROY 55 (Driver, Brassie, Spoon, Cleek) $60.00 
Set of 3 TROY 55 (Driver, Brassie, Spoon) 45.00 
Individual TROY 55 clubs 15.00 


TROY 50 wb LADIES’ IRONS 


A sterling performer, TROY has strength, durability, good looks — and at a very 
reasonable cost. LEVELUME plated, the head has the conservative and sound 
Arch Flange back, where the weight is center powered. Equipped with the Century 
shaft by True Temper — Ladies’ pattern — and two-tone red and black leather 
grip with spiral groove and perforations. 











THE HEAD DESIGNS OF THE TROY 
50 IRONS AND THE TROY 55 
WOODS ARE THE SAME AS THE 
MARS 70 AND 75 RESPECTIVELY. 





LEVELUME PLATING, the finest pos- 
sible pbating for iron golf heads, is 
the latest feature that's been added to 
the excellence of Grand Slam iron clubs. 
LEVELUME is a heavy, bright, nickel 
chrome and is more corrosive-resistant 
than any other plating— it has a 
smooth, neat, handsome look and it's 
long-lasting! 








JUNIOR OUTFIT 


AUXILIARY CLUBS 


The Junior Outfit contains Brassie, No. 2 iron, 
No. 5 iron, Putter, and Junior bag. No other 
combination of Junior items is available in this 
outfit. 


JUNIOR OUTFIT .............0.20- 


JUNIOR GRAND SLAMS 


Junior Grand Slams, described below, are not 
toys — they are of excellent quality and con- 
struction and are designed especially to meet the 
particular requirements of young boy and girl 
golfers. RIGHT HAND ONLY. 

Genuine Persimmon head of medium size and 
depth. Attractive Mahogany metallic finish with 
white keystone face insert. True Temper's Star 
Maker shaft with red Rib Lock grip. 

Set of 3 JUNIOR WOODS (Driver 39”, Brassie 
3812”, Spoon 38”) $39.00 
Individual JUNIOR WOOD clubs... 








Heads forged from carbon steel with Pyramid 
Flange back and Levelume chrome-plated. True 
Temper's Star Maker shaft with Rib Lock grip. 
Set of 5 JUNIOR IRONS (2-351/2”; 5-34”; 7-33”; 
9-322”; Putter-31 V2”)... $45.00 
Individual JUNIOR IRONS clubs................ 


9.00 








MODELS AVAILABLE IN LEFT-HAND @ 
Men's wood models ATLAS 95 and 
MARS 75 and Ladies’ wood model 
VENUS 65 are available in left-hand. 
Men's iron model ATLAS 90 in left- 
hand has carbon steel head—not stain- 
less—with concave Arch Flange back, 
as does Ladies’ iron model VENUS 60. 
Men's model MARS 70 has wide straight 
flange back. 





Set of 9 TROY 50 (2, 3, 4, 5, 6, 7, 8, 9, Putter) $90.00 

Set of 8 TROY 50 (2, 3, 4, 5, 6, 7, 8, 9) 80.00 SUPER CLEEK (Special No. 5 Wood)—oa great 
club for a snug lie when distance is needed. 

Set of 5 TROY 50 (3, 5, 7, 9, Putter) 50.00 Small, pear-shaped head with shallow face and 

Individual TROY 50 clubs (2, 3, 4, 5, 6, 7, 8, 9, Putter, Wedge) 10.00 with several degrees more loft than a standard 









































No. 4 wood. Select, air-seasoned genuine Per- 
simmon head with brass back. Has splendid 
lustrous French walnut finish with panel inlay 
face insert—black with red and white panels — 
of pressure-tempered fibre. True Temper ROCKET 
Step-down shaft. Black perforated leather Rib 
Guide grip —- spiral grooved — with tan stripe. 
Right-hand only. Men's specifications only. 
41%” length only $27.50 
CHIPPER—This handy approach iron was designed 
expressly for run-up shots from off the edge of 
the green. Same length as putter; has upright 
lie and slightly lofted face. LEVELUME chrome- 
plated flange sole head with shallow blade. True . 
Temper METEOR Step-down chrome-plated shaft. 
Rib Guide fancy perforated leather grip with 
spiral grooving $14.50 
PITCHING WEDGE—A very effective club for 
pitching to the green —ball stops fast. Deep, 
lofted (more than No. 9 iron) head with wide, 


sole Bright LEVELUME plating on head. 
Spiral grooved, fancy perforated leather Rib 
Guide grip. Right-hand only. Men's specifica- 
tions only ....... eo. $14.50 





No. 1 irons are available in right-hand 
only — and only in models ATLAS 90, 
ATLAS 90C, and THOR 80. 














LENGTHS OF ALL MODELS @ Men's 
woods based on 421.” and 43” driver, 
except MARS 75 and left hand woods, 
which are available in 43” only. Ladies’ 
woods are based on 41 1/2” driver. Men's 
rons match 3812” No. 2 iron. Ladies’ 
rons match 371%” No. 2 iron. 





SPECIAL PUTTERS 


All special putters equipped with True Temper chrome-plated shafts. 
MODEL A — Aluminum mallet-type head of shallow depth with 
offset neck, Rib Guide leather grip—fancy perforated and spiral- 


grooved — flat on top side. Right-hand only.................... $14.50 ofteet. 


side. 


with red rubber, pistol-style grip — flat on top side 
MODEL F— Short, 


$14.5¢ 


shallow, wide bronze biade with goosenect 


Equipped with red rubber, pistol-style grip—flat on tor 
Right-hand only ..... cael : 


$14.5’ 


5 een 





RIB GUIDE GRIPS © The grips of all 
Grand Slam woods and irons have the 
Popular RIB GUIDE built in. This very 
useful feature —a rib that runs down 
the back of the grip — has a comfort- 
able fee! and helps to guide the hands 
Gnd fingers into proper gripping position. 











MODEL B—Bronze head of shallow depth, wide top edge with 
wide bevel and slanting back to wide sole. Very long hozel. 
Fancy perforated, spiral grooved Rib Guide leather grip that is 


for face —of mallet type; shallow depth and gooseneck. Fancy 
perforated Rib Guide grip that is flat on top side — spiral 
BBS ES I a eee $14.50 
MODEL E— Shallow bronze head with shallow, thick, two-way 
‘rocker’ blade—for right- or left-handed golfers. Equipped 


MODEL H—Steel head with LEVELUME chrome finish. Shallow * 
thick blade with wide top edge and very wide flange sole — 
gooseneck. Leather Rib Guide grip, flat on top side, fancy 
perforated and with spiral grooving. Right-hand only $14.5C, 


MODEL S “TWO WAY"' — Shallow steel head — unbuffec 


LEVELUME plating—with wide top edge and designed so that i 
Fancy 
side — witt 

..$14.5€ 


might be used by either right- or left-handed golfers. 
perforated Rib Guide 
spiral grooving ....... aii 








ATLAS 95 MEN’S WOODS ATLAS 90 STAINLESS 
The look and the feel of power are recognized instantly in MEN’S IRONS STEEL 


the ATLAS 95. It's one of those unusual models that excite 
in a golfer a feeling of tremendous confidence. Turned from ae of 9 ATLAS 90 (2, 3, 4, 
choice air-seasoned genuine Persimmon, the gracefully de- 7 5, 6, 7, 8, 9, Putter)..$189.00 
signed head of ATLAS 95 is large with a deep face. Fabulous ’ , xy of 8 ATLAS 90 a, 2. 4, 
beauty teams up with unequaled strength in the lustrous French ‘ a, OF 9 
walnut finish embellished by the handsome plastic back Set of 5 ATLAS. 90 (3, 7. 7, 
(except No. 5 wood which has brass back) and pressure- 9, Putter) ......... $105. 00 
tempered fibre face insert with colorful panel inlay. In the ' 
ATLAS 95 is True Temper's famous Rocket Step-down shaft, aT Individual ATLAS 90 clubs 
whose ‘‘kick'' and action have established it as an all-time : te Q, 2, 3, 4, 5, 6, 7, 8, 9 
favorite. Finally, there is the popular Rib Guide grip (built- Putter, Pitching Wedge, ‘ae 
in rib running down back) of selected two-tone black and $ 
brown leather — spiral grooved and perforated. 
ATLAS 95 available also in left-hand, but without plastic Brand new for 1959, ATLAS is already acclaimed a sen- 
back. (No. 5 wood not available in left-hand.) sation in modern iron club designing; an_ irresistible 
club—and one which will make you love to play your irons. 
The stainless head of ATLAS features center power weight concentration (tra- 
Set of 5 ATLAS 95 (Driver, Brassie, Spoon, Cleek, No. 5)....$137.50 ditional in top Grand Slam irons) in an artful design that promises to 
Set of 4 ATLAS 95 (Driver, masts Spoon Cleek) $110.00 become famous as the power-behind-the-ball oval. Comparatively low in the 
. , P heel and high at the toe, the Atlas blade is today's sharp-looking concept 
Set of 3 ATLAS 95 : of the long-popular old Scotch-type blade. 
(Driver, Brassie, Spoon) In the ATLAS 90 is True Temper's famous Rocket Step-down shaft, whose 
-50 et p *“*kick'' and action have established it as an all-time favorite. Finally, there 
Individual ATLAS ud : is the popular Rib Guide grip (built-in rib running down back) of selected 
two-tone black and brown leather—spiral grooved ond perforated. 
ATLAS 90 available also in left-hand, but with LEVELUME chrome-plated 
heads—not stainless—ond concave Arch Flange back. 


ATLAS 90C MEN’S IRONS 


Identical to ATLAS 90 except heads are forged from fine 
carbon steel—not stainless—and LEVELUME plated. 








Set of 9 ATLAS 90C (2, 3, . 8, Putter) $171.00 
Set of 8 ATLAS 90C (2, 3, > $152.00 
Set of 5 ATLAS 90C (3, 5, 7: er) $95.00 
Individual ATLAS 90C clubs a 3. 4, MF 
Putter, Pitching Wedge, Wedge). ma ; $19. 00 





PERSIMMON HEADS ©@ Known throughout the ages for its rare qualities — STAINLESS STEEL is “the pasate metal fel Wen golf heads" 

of hardness, strength, and surpassing beauty, genuine Persimmon—the "i ao OP ye my caiee en than or ge P lke Lymer = 

American Ebony —is the proven wood for the finest of all golf clubs. se! 14 09 rf +9 

And nowhere else are the attributes of genuine Persimmon so skillfully ge nl ge = be a mee and "feel" as Stainless steal 7 

enhanced as in Grand Slams, by craftsmen renowned in their trade. z ainless heads are ~. Serene mney went 
: chip, rust or pit... can always be re-polished to new-like finish. | 








i. — 


VENUS 65 LADIES’ WOODS THOR 85 MEN’S WOODS 


One of the most beautiful of all wood club models. The deep-faced, 

4 powerful head of THOR 85, with smooth edges and flowing lines, iso B 
The long line of excellent Ladies’ Grand Slam woods is further enhanced splendid example of modern design at its best. Adorning the ogeles & 
with the introduction of VENUS 65—an ideal in looks and for playability. beauty and ivory hardness of genuine Persimmon is the striking Persion 
Of generous size, with medium deep face, the genuine Persimmon head of orange finish and keystone-shaped, white fibre face insert with red ond 
VENUS 65 has a rich Persian orange finish, white face insert with red and black panel inlays. Right hand only. The shaft is of True Temper's famous 
black panel inlays. The No. 5 wood has a brass back. Ly Meteor Step-down pattern. Coral-colored fine leather grip with built-in 
The shaft is of True Temper's famous Meteor Step-down Ladies’ pattern. Rib Guide feature — spiral grooved ond perforated. 
Coral-colored fine leather grip with built-in Rib Guide feature—spiral- 
grooved and perforated. 
VENUS 65 available also in left-hand. 








sod perc ame 


Set of 5 THOR 85 
Set of 5 VENUS 65 , (Driver, Brassie, 
(Driver, Brassie, Spoon, Cleek, No. 5) 
Spoon, ‘ : $107.50 
, Set of 4 THOR 85 
f VEN - (Driver, Brassie, 
ioe Be std . ; . ——, gow bye 
) ~ eto 
Spoon, Cleek) $86.00 idee” Gana. 
Set of 3 VENUS 65 4 Spoon) ..........$64.50 
oe wh oe . Individual THOR 85 
poon) .... i 4 


clubs es 
Individual bie 65 
clubs. ............§21.50 








Set of 9 VENUS 60 4 Set of 9 THOR 80 (2. 
am Ss HF, 
Putter) . $130. 56 


Set of 8 VENUS 60 Set of 8 THOR 80 (2, 3, 
3, 4, 5, 6, 7,8) 4, 5, 6, 7. 8 9) 


$116.00 $116.00 

Set of 5 VENUS 60 Set af 5 THOR 80 (3, 5, 

(3, 5, 7, 9, Putter) $72.50 aii : : 7, 9, Putter) $72.50 
Individual VENUS 60 ic. Individual THOR 80 

dubs (2, 3, 4, 5, 6, 7, “5 ™ clubs (1, 2, 3, 4, 5, 6, 

8, 9, putter, wedge) $14.50 : 7, 8, 9, Putter, Wedge) 

Walia Ss : $14.50 


VENUS 60 LADIES’ IRONS 


Strong, and handsomely styled, VENUS 60 combines all the qualities essen- 

tial to a truly fine iron. The head, adorned in the clean, mirror-like bril- THOR is an eye-catching iron club beauty, comparable in looks to 
liance of LEVELUME plating, has the new heavy Crescent Flange back — i the costliest irons made. The head, adorned in the clean, mirror-like 
designed to get the ball up quickly and on its way. j brilliance of LEVELUME plating, has the new heavy Crescent Flange 
The shaft is of True Temper's famous Meteor Step-down Ladies’ pattern. back—designed to get the ball up quickly and on its way. 
Coral-colored fine leather grip with built-in Rib Guide feature — spiral- The shaft is of True Temper's famous Meteor Step-down pattern. 
grooved and perforated. t Coral-colored fine leather grip with built-in Rib Guide feature— 
VENUS 60 available also in left-hand — with concave Arch Flange. | spiral grooved and perforated. Right hand only. 


THOR 80 MEN’S IRONS 











HILLERICH & BRADSBY COMPANY, INC., LOUISVILLE, KENTUCKY 
Made by the Makers of Famous Louisville Slugger Bats 
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Postal shooting contest 


THE 


ANNUAL 
NRA-NIRA 
POSTAL 
RIFLE AND 
PISTOL 
MATOS 


is 
4 


If the handsome folder pictured 
above has not yet crossed your desk. 
keep on the lookout; it’s the official 
entry form for the first annual NRA- 
NIRA Postal Rifle and Pistol Matches. 

Open to all NIRA company mem- 
bers, the contest has been designed to 
fit into any company’s recreation pro- 
gram. 

The cost is nominal ($1 per indi- 
vidual, $4 per team). No time is lost 
from the job through travel (just re- 
turn the fired targets by mail). You 
can schedule the firing date at your 
convenience (targets may be fired any 
time after they are received from the 
National Rifle Association until April 
30). 


TO 


Unlimited Entries 
Previously organized gun activity 
is not required, Any employee can par- 
ticipate, and you are not restricted 
to number of entries. 

The contest’ will eight 
different matches, team and individual 
trimfire and gas operated rifles, team 


and individual rimfire and gas oper- 


consist of 


ated pistols. Companies may enter as 
many matches as they choose. 

When the NRA has received your 
completed entry form, they will send 
you registered contest targets. When 
they have been fired, return them to 
the NRA for judging. 

National and regional champions will 
be announced and trophies awarded 
during the 18th annual NIRA Con- 
ference and Exhibit, May 24-27 in 
Philadelphia, Pa. 

Individual regional awards will be 
offered on the basis of one award for 
each ten entries in each of the eight 


NIRA regions. 


ENTRY FORMS 
MAILED 


MEMBERS 


Other awards will be presented on | 


E 
i 
| 


a similar basis. Members of champion- 
ship teams will also receive additional 
individual awards. 


While the contest will give partici- | 


pants a chance to win national recogni- 
tion, the primary reason for sponsoring 
the matches is to help recreation direc- 
tors stimulate shooting activity within 
their companies. 

For those firms gun 
activity has started to lag, participation 
in this event can bring a swift about- 


whose 


face. In those companies where interest 
in starting gun activities has 
quite seemed jell, the contest can 
provide the necessary stimulus to get 
the ball rolling. 

In any event, the NRA-NIRA Postal 
Rifle and Pistol Matches can be a 
major event on your activities calendar. 

Team Selection 

If you already 
program, you'll have no 
problems in picking your best team. 

If, however, this is the first time 
your employees have fired together, the 


never 


conduct a shooting 
probably 


contest rules make an effective method 
of selection possible. 

Companies may fire the individual 
matches first, and then use these scores 
as the basis for selecting members of 
their team entries. 

All other contest rules are listed 
detail in the official contest entry folder. 

For additional 
gibility, National Industrial Rec- 
203 


information on eli- 
write: 
reation Association, 
Chicago 1, 

Refer any questions on specific con- 
test rules to: National Rifle Association, 
Program Division, 


Ave., N.W., Washington, 


Tliinois. 


, ax. 


club | 


N. Wabash, | 


1600 Rhode Island | 





SPECIALISTS IN PLANNING 
Recreation Areas and Facilities 
for Industry 
THE CHARLES M. GRAVES ORGANIZATION 


1275 Spring St. N.W., Atlanta 9, Ga. 
Without obligation we shall be 
glad to explain our services. 
Your inquiries invited. 














CLASSIFIED 


RATES: regular type, 15 cents each word 
bold face type, 25 cents each word 
copy must be received by the 5th of the month 
before date of issue in which ad is desired 





HELP WANTED 


Ne WW Ride we -ctronics firm now interview- 
ing applicants for Recreation-Personnel posi- 
tion. Must have experience in organizing em- 
ployee recreation association, operation and 
maintenance of recreation facilities and areas. 
Salary range $6,000-$8,000. 

CH5—RECRE ATION” MAN. AG EMENT 


Two openings for recreation representatives 
in Seattle, Wash., area. Applicants should have 
degree in recreation or equivalent plus some 
work experience in recreation, industrial or 
other. Starting salary, $4800, based on 40 hour 
week. 


CH6—RECREATION MANAGEMENT 





POSITIONS WANTED 


Company y cutbac ks force asst rec dir of East- 
ern firm to look for better a Knowl- 
edge of all phases through 8 yrs experience. 
Qualified bowling instructor, age 34, married. 
CP12—RECREATION MANAGEMENT 





YMCA district exec sec’y desires rec position 
in industry. College grad with mionr in PE 
and rec. 12 yrs experience in Army, YMCA 
gg Age 37. 


CP13—RECREATION MANAGEMENT 


Silene: bet tter opportunity in program and 
salary. 8 yrs exp. in ind. rec. MA in recreation. 
Age 34 


CP14 RECREATION MANAGEMENT 





ATHLETIC APPAREL 


Team and Industrial Patches Made to Order. 
Send rough sketch, quantity, size and colors 
for prices. T-Shirts—Sweat Shirts—Jackets, 
etc. Request complete catalog on company 
stationery. 

THE FELT CRAFTERS, Plaistow 12, N. H. 





ENTERTAINMENT 

Fabulously funny comedy team of George and 
Betty Johnstone do wonders with an amazing 
repertoire of magical tricks. Have a few choice 
dates open on their six month tour starting in 
Jan. For further information, write or wire: 
AL DVORIN AGENCY, 54 W. Randolph, 
Chicago 1, Ill. 





VISUAL AIDS 





1959 Guide to Visual Aids lists the entire 
selection of books, motion pictures, slide- 
films, pamphlets and handbooks produced by 
The Athletic Institute for sports, physical 
education and recreation. For your free copy 
of this catalog, write: 

THE ATHLETIC INSTITUTE, 


St., Chicago 4, Illinois 


209 S. State 
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Photos by Edison Camera Club 


“The 


unanimous judgment of 92 members 


best vacation ever” was the 
of the Consolidated Edison Camera 
Club in New York City after comple- 
tion of the most ambitious project ever 
undertaken by a camera club. 

For three weeks, Edison’s shutter- 
bugs toured seven countries of West- 
ern Europe with one objective: take 
as many pictures of as many interest- 
ing places as possible. 

That this “Trans-Atlantic field trip” 
would prove highly successful was a 
foregone conclusion. Travel itself holds 
almost universal appeal. Add to that 
the enthusiasm of any camera fan over 
the prospect of spending three weeks 
capturing on film some of the World’s 
most historic sights, and the combina- 
tion is unbeatable. 

GE Contest 

Then the General Electric Company’s 
Lamp Division appeared on the scene 
to provide a perfect climax to the en- 
tire event. 

Interested because so many camera 
toting people were involved, GE’s Lamp 
Division posted $450 in prizes to be 


OXFORD, ENGLAND, renowned for its colleges, chapels, 
gardens and numerous quadrangles, offered many interesting 
subjects to be photographed by the Edison travelers. 






RECREATION MANAGEMENT, MARCH 1959 


Edison Camera Club goes “‘on location” 


for three weeks to take as many pictures 


as possible of Europe’s famous landmarks 


TRANS-ATLANTIC FIELD TRIP 


awarded for best color slides brought 
back by the tourists. 

Under no restrictions whatever from 
GE, the contest’s sponsor, the Edison 
Club set up the contest in three classi- 
fications: (1) European travelers flash 
pictures, (2) Europeon travelers best 
available light pictures and (3) a spe- 
cial flash slide classification for stay-at- 
home members of the Camera Club. 

As the grand finale, after the club 
members had returned home, GE 
brought television star, Charles Bron- 
the “Man with a Camera,” from 
Hollywood to award the GE prizes to 
the contest winners. 

General Electric also sponsored a 
special send-off cocktail party just be- 
fore the Camera Club took off for 
London last September 26 aboard their 
chartered Pan American DC-6. 

After arriving in England the next 
day, the group spent two days visiting 
London before embarking via steamer, 
rail and bus to Amsterdam, Cologne, 
Heidelberg, Lucerne, Venice, Florence. 
Rome, Genoa, Paris and intermediate 
points of interest. 


son, 


r 





Before returning to New York on 


October 20, the club had gone through 





K 


a tremendous volume of photographic | 


supplies. The exact amount is unknown 
since many of the members purchased 
their film individually. However, other 
members of the group consumed an 
entire bulk purchase of 700 rolls of 36 
exposure Kodachrome and 100 rolls of 


movie film, plus 100 cartons of “Power. 


mite” 
Electric. 
Lessons Learned 

The results of all this camera action 
were far more than a large collection 
of souvenir shots. Entries in the club’s 
contest were at least technically fine 
record shots and at best, international 
salon material. It was evident that the 
Edison travelers had learned well their 
lessons on composition, exposure and 
subject interest. 

The entire three-week trip was pre- 
served on a color slide, tape recorded 
interpretation by Edison Camera Club 
President, Harry Sammond. This am- 
bitious undertaking took a lot of plan- 
ning, on the spot thinking and a 


STOPOVER in Koblence, Germany, on the fifth day of the 
land portion of the tour gave Edison Camera Club members 
a chance to check equipment and review pointers. 
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constant awareness of good picture pos- 
sibilities. More than a series of post- 
card views, Sammond’s presentation 
also captured the personal touch. The 
Coliseum was made more meaningful 
by inclusion of an old lady seated in 
the foreground. The Nun passing under 
a church niche, the man standing by 
his bike reading the news bulletin of 
the Pope’s death were other examples 
of good picture taking. 
Memories 

The trip was not without amusing 
incidents and memorable highlights. 
Impressed with the lifelike appearance 
of the wax figures at Madame Tus- 
saud’s in London, one club member 
was shocked when one of the models 
got up and walked away. 

The entire group was invited to a 
backstage reception after a perform- 
ance of “My Fair Lady” in London. 
President Sammond and his wife cele- 
brated their seventh wedding anniver- 
sary in Rome with a huge, three-tiered 
cake. 

On the beautiful but wild ride over 
the Alps to the Riviera, members had 
all they could handle trying to hang 
on and yet snap pictures of the scenery 
above and below without getting that 
“gone” feeling. 

Approaching the Riviera, one club 
member spotted a couple of girls in 
bikinis, then quietly attached a tele- 
photo lens to his camera. 

In all, the group was “on the road” 
for 25 days. The total cost of a trip 
of these proportions, including trans- 
portation, side tours and all meals was 
$765 each. 

Was it worth it? Judge for yourself. 
A similar trip planned for 1959 was 
already sold out last December. 


WINNERS of the photo contest sponsored by General Electric in conjunction with 


the trip were awarded gift certificates totaling $450. (L-r) Harry Sammond, Camera 
Club president; Mrs. Charles Bronson; Charles Bronson, star of GE’s TV show “Man 
with a Camera;” and Tom Hose, first prize winner. 


Since 92 of the Camera Club’s 200 
members have already been to parts 
of Europe, the 1959 trip will incor- 
porate a significant change. The group 
will travel together from New York to 
London where they will break up into 
three smaller groups for land tours as 
follows: 


¢ Tour #1 will visit England, Holland, 
Germany, Switzerland, Italy, France, 
and Monaco. The all expense cost, in- 
cluding transportation will be $795. 


¢ Tour #2 will visit England, Scotland, 
Norway, Sweden, Denmark, Germany. 
Holland, Belgium and France. Total 


cost will be $845. 


¢ Tour #3 will visit England and 
France and will include a visit to the 
Shrine at Lourdes and a complete de- 
luxe motorcoach tour of Spain calling 


IN VENICE, sightseeing was done by foot and by gondola along the Grand Canal. 
Other Venetian sights photographed included St. Mark’s Square, the Ducal Palace, 


the Bridge of Sighs, the Church of St. Mark and Piombi Prisons. 


at Madrid, Cordoba, Seville, Granada, 
Valencia and Barcelona. Total cost will 
be $855. 

After completion of the land tours, 
the groups will meet in Paris for the 
return flight to New York. 

However, club members need not 
take any of the land tours. Instead, 
they may proceed on their own after 
arrival in London. Round trip air 
transportation for those not taking the 
land tours will be $350. 

The Club has arranged for members 
to finance their travel costs through 
a New York City bank if they so desire. 


LEANING TOWER of Pisa, always a 
natural for gagshots, get the full treat- 
ment by Edison Club members. 
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AAHPER 


American Association for Health, 
Physical Education and_ Recreation, 
1201 16th St., N.W., Washington, D.C. 
Year of incorporation: 1937, as a 
Department of the National Education 
Association. 


Primary area of service: school and 
college physical education and recrea- 
tion instructors. 

Purpose: to promote and improve 
health education, physical education 
and recreation education in schools, col- 
leges and communities; to raise the 
standards of recreation training. 
Membership: 4.200 individuals with 
recreation as interest or responsibility, 
21,000 others. 

Budget: $500,000. Does not include 
outside funds, i.e., Outdoor Education 
Project. 

Services: Recreation Division of AA- 
HPER broken down into public. indus- 
trial, religious, youth and recreational 
therapy sections conducts conferences. 
placement service, inquiry service on 
problems relating to recreation and out- 
door education, books and manuals. 
newsletter. Promotes relationship of 
recreation to education. 

Publication: “Journal of Health- 
Physical Education-Recreation.” sub- 
scription included with annual $2 mem- 
bership fee. 

Conference: Portland, Oregon. March 
29 - April 2, 1959. 

Prediction for future: With our ex- 
panding population enjoying an ever- 
increasing amount of leisure time, we 
can expect a greater acceptance of the 
fact that recreation is a fundamental 
human need, vital to the well-being of 
all people. With the increasing accept- 
ance of this concept, the field of recrea- 
tion will grow to 
its full stature 
among the profes- 
sional vocations 
throughout the 
United States. 


Executive Secretary 
Carl A. Troester, Jr. 





AIPE 


American Institute of Park Execu. 
tives, Oglebay Park, Wheeling, W. Va. 
Year of Incorporation: 1898 


Primary area of service: municipal 
park executives. 

Purpose: to gather and disseminate 
facts and information on public parks, 
gardens and other public recreation 
areas, to make more abundant facilities 
for a more expressive life through ree- 
reation and to engender a spirit of co- 
operation between all agencies related to 
our common cause. 

Membership: 3,000 individuals. 
Budget: $140,000. 


Services: Information exchange serv- 
ice and consultation; conferences, meet- 
ings and workshops; monthly news. 
letter, and technical and administrative 
park management bulletins; placement 
service; achievement awards; research; 
zoological information and animal ex- 
change listing; manuals; annual buyers 
guide of equipment and supplies. 
Publication: “Parks and Recreation 
Magazine,” subscription—$3.75. 
Conference: Philadelphia, Pa., Sep- 
tember 20-24. 

Prediction for the future: At the 
public level, park and recreation depart 
ments will continue to merge, and the 
person who is interested in recreation as 
a profession today should equip him- 
self with park knowledge, experience 
and training. Overall recreation pro- 
grams will lean more to the unsuper- 
vised, spontaneous activities, rather than 
the instructional, highly supervised. 
regimented activities. Providing these 
facilities and motivation for spontane- 
ous use of free time, while keeping the 
programs at a high level in quality, is 
the real challenge of park and _ rec 
reation executives 
if they are to per- 
form a truly valu- 
able service to the 
public in the years 
to come. 


Executive Secretary 
Alfred B. LaGasse 
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National Recreation Association, 
8 W. 8th St.. New York 11, N. Y. 
Year of incorporation: 1906 
Primary area of service: municipal 
and private recreation agencies. 
Purpose: to promote the development 
of general tax-supported recreation pro- 
grams, to aid and advise private organi- 
zations, to recruit, raise the professional 
standards of salary, education and per- 
formance, and to build public under- 
standing of the importance of profes- 
sional leadership. 

Membership: 5.811 individuals and 
organizations. 


$725.000 


Services: Provides advice and male- 


Budget: 


rials on long-term planning, facilities. ° 


programs, surveys, financing, work with 
minority groups, youth senior citizens. 
Maintains comprehensive recreation li- 
brary, correspondence and consultant 
service, placement service. Publishes 
books, guides and manuals. 
Publication: “Recreation” magazine. 
subscription—$4. 

Conference: Chicago, IIl., September 
28-October 2. 

Prediction for the future: There is 
only one word to describe the future of 
recreation: limitless. 

In 1958, there were almost 3500 new 
jobs in recreation. Salaries are rising 
with this demand, and to reach the 
upper half of those available last year. 
effective recruiting for recreation ex- 
ecutives had to be in the $6,500 to 
$10,000 range. 

It is up to us to face the full scope 
of the job, to set performance standards 
higher and higher, to see our work as a 
true profession—a_ vital community 
service using a specialized body of 
knowledge with an 
accepted code of 
ethics, The execu- 
tive who does this 
will be indispensa- 
ble to the people. 


Executive Director 
Joseph Prendergast 








National Industrial Recreation As- 


Il. 

Year of incorporation: 191] 
Primary area of service: recreation 
executives of business and industry. 
Purpose: to promote, protect, foster 
and advance the interest of recreation 
in business and industry. 
Membership: 802 U.S. and Canadian 
companies with periodic service to 
30,000 firms employing 100 or more 
employees. 

Budget: $90,000. 

Services: Advisory service on starting 
programs, constructing facilities, financ- 
ing and other problems. Conducts seven 
annual regional workshops, research 


studies, reference library, insurance 


program. Publishes “idea clinics” and | 
newsletter, and club aids and manuals | 


in primary areas of activity. Sponsors 
national tournaments to stimulate par- 
ticipation within each company. Place- 
ment and information services. 
Publication: “Recreation 
ment,” subscription—$1. 


Conference: Philadelphia. Pa.. May | 
| } 


24-27, 1959. 
Prediction for future: Top manage- 
ment will favor extensive recreational 
programs. Decentralization and 


gionalization of industry will call for | 
many more full-time recreation execu- | 


tives to administrate balanced, 
round activity programs. 

Recreation positions in business and 
industry will offer the highest salaries 
and benefits in the entire field of recrea- 
tion. 

The provision of complete indoor-out- 
door recreation plants will triple in the 
next 15 years. Heavy emphasis will be 
placed on the de- 
velopment of recre- 
ation programs at 
United States firms 
with 
branches. 


year- 


overseas 


Executive Secretary 
Don L. Neer 
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TO LAND THE 


BIG ONES 


DIRECT DRIVE REELS | 


Shakespeare’s simplified system of 

transmitting power to the spool gives 
| you more power to turn, control and 
land the fightingest fish. 2 gears do 
the work of 3 or 4. Fewer parts mean 
less wear and tear. Rugged construc- 
tion with famous L.Q.T. (lighter, 
quieter, tougher) nylon gears assure 
| years of fishing enjoyment under 
| toughest conditions. No. 1928 new 







| golden bronze finish $13.50 
| WONDEROD 
DOUBLE-BILT©O 


FOR POWER! 






\ \ 
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Double-bilt with (1) a reinforcing 
glass fiber cylindrical wall on the - 
inside and (2) thousands of parallel 4 
glass fibers on the outside—it’s this 

patented Shakespeare process that gives 

you such superb action, pin-point t 
accuracy and fish fighting power. 


©) By Shakespeare Co. 1958 ~~ 
| FREE! FISHING CATALOG. Covers tackle 
selection and assembly with helpful tips by World Champion 
Caster Ben Hardesty, plus 1959 Pocket Fishing Calendar. 


= 55 Write today! 
i * 


Pane « SHAKESPEARE CO. 
~ Dept. RM-3, Kalamazoo, Mich. 
Please send me absolutely free your new 
1959 fishing tackle catalog and pocket fishing calendar. 
NAME __ - —— - - 


ADDRESS 


nr ZONE STATE... 




















































leading entries in the contest. 


HANDSOME 1234 POUND NORTHERN is weighed in by guard at Hamm’s Bottle 























House lobby for official entry in winter contest. Skylander at left, just reporting 
for work on the second shift, makes his daily visit to the freezer to check out the 
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FISH FREEZE 


When “the land of sky blue waters” freezes over, 


Hamm’s fishermen just bundle up and keep at it 


The “land of sky blue waters” is not 
an empty phrase. Minnesota alone, 
known for its 10,000 lakes, actually 
has more than 11,000. 

These plus the many fine rivers and 
lakes in nearby Wisconsin and Canada 
offer Minnesota fisherman a field day 
all year round. And they don’t let sub- 
zero winter temperatures spoil their 
fun. 

Consequently, forming the 
Hamm’s Skylanders Club in the spring 
of 1957. employees of the Theo. Hamm 
srewing Co.. St. Paul. Minn., were not 
surprised when the Interest Finder cir- 


when 


culated to the 1140 original members 
showed that 70% were interested in 
fishing. 

Therefore. one of the first activities 
in the Skylanders’ program was its 
annual fishing contest. To the Skyland- 
ers. fishing is a two season sport, so in 
addition to the summer contest which 
lasts from mid-May to mid-September. 


the Skylanders promptly worked out 
rules for a winter fishing contest as 
well. 

Held during two periods ending 
January 15 and February 16, compe- 
tition in the Hamm’s winter contest is 
divided into five classes: Walleyes, 
Northerns, Sunfish, Crappies and Bass. 
Prizes are awarded at the close of each 
period to the persons catching the first 
and second largest fish in each class. 

A contestant may enter as many fish 
as he choses, but to qualify as an entry 
the fish must meet the following weight 
specifications: Sunfish—8 o0z., Bass— 
2 lbs., Walleye—3 lbs., Crappie—1 Ib., 
Northern—5 lbs. 

An important part of the success of 
the contest is the smooth and effective 
system the Skylanders have developed 
to weigh and register contest entries. 

Fish which meet entry requirements 
are brought to the guard post in the 
Hamm’s Bottle House lobby, which is 


FISH HOUSES dot the scene as two Skylanders come prepared for a good day’s 
fishing with jig sticks, ice ladels, and chisels housed in their “quivers” and insu- 


lated minnow buckets. Fish houses must have a window and be marked with the 


26 


owner’s name, address and fishing license number. 
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low zero, fishing hole chopped through 
two feet of ice is already beginning to 
freeze over. Note jig stick. 


open 24 hours a day, Monday through 
Friday. The guard on duty takes all 
entry information and verifies the 
weight of the fish on the fish contest 
scale (see photo above, left). 

The fish are then displayed for all 


to see in a 17-foot chest freezer located | 


at the guard post. This same system 
is used in the summer contests as well. 

Other contest rules require that all 
contestants be members of the Hamm’s 
Skylanders Club, that they may nol 
win more than one prize in any one 
period and that once a fish has been 
entered, it 
another period. 

When the winter contest opens, Sky: 


cannot be reentered_ in 


landers turn the sky blue iced waters 7 


into veritable villages of fish houses 
and open holes. 

Equipped with pot-bellied stoves, the 
fish houses become warm as toast even 
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done from within the cozy confines of 
an ice house. Standard apparel for 
braving the elements consists of a fur- 2 


Gentlemen: 
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lined parka, flight pants and Korean scHoot 
boots. although many variations dot NAME 
a the scene. positic 
co ae To land the big ones in the summer- a 
a A time, Skylanders use every kind of bait SONE 
“| @ imaginable. But for ice fishing, they STATE — 
tend to favor the minnow with worms, 
20° be-  “mousie,” Swedish pimple and spoon. 


hrough 1. : . 
ning to lhe most popular piece of equipment 
is the jig stick, a small pole with small 
© reels which sticks into the ice to hold 


hrough § the line (see photo above). 


kes all § Incidentally, for live bait, invest in 

es the a an insulated minnow bucket. 

contest « The Hamm’s_ Skylanders budget 
‘ $500. for their fishing program which 


for all §} covers both the four-month summer 
7} . 
located ( contest and two month winter contest. 


FIER 


system 9 This is slightly in excess of the rule-of- 
as well. () thumb allowance of 50c per potential 
that all participant but was thought justifiable 
{amm’s in lieu of demands for more by ardent 
ay not § fishing fans. 


ees 


ny one f) At the end of the year, all prize win- 
is been } ners draw for the $100 U. S. Savings 
red inf) Bond grand prize. 

) First and second place prizes in each 
is, Sky: [) of the five classes are generally fishing 





walers i] equipment and accessories, 

houses} For the future, the Skylanders are 
interested in the possibility of sending 

ves, the } their champion to the NIRA Fish-A- 

st even Rama. 
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Ansco Lake offers virtually every type of activity to the 4,000 
employees of the Ansco and Ozalid divisions of General Aniline & 
Film Corp, in Binghampton, N. Y. The clubhouse, above, has ample 
facilities for dining and dancing and overlooks the 240 acre lake 
which features underwater chlorination system for swimmers’ pro- 
tection. Ansco Lake is operated by an employees’ association. 


THIRD IN A SERIES 


Ansco Lake’s sand beach (below) dates 
back to 1940 when the lake was drained, 
bottom cleared and the dam strengthened. An 
initial amount of 660 tons of ocean sand was 
dumped along the swimming shore. Much of 
the construction work was done by employees 
at a considerable saving. 


Ten outstanding examples . . . 


From Ansco Lake (top left) to National Cash Register’s 
famous Old River Park (bottom right) the ten photos on 
these pages represent some of the finest accomplishments 
in industrial recreation. 

Selection of these particular facilities does not neces- 
sarily imply that they are the best in all industry. Rather, 
they were chosen to illustrate how individual companies 
working under widely varied conditions and with different 
means at their disposal have effectively approached the 
problem of meeting the leisure-time needs of their par- 
ticular employee groups. 

The peaceful garden adjoining the metropolitan offices 


Sheltered from traffie’s noise and curious 
eyes in the heart of downtown Minneapolis, 
Lutheran Brotherhood Insurance Co’s. beauti- 
ful 100’x150’ garden (right) offers quiet 
beauty to weary employees and a _ relaxed, 
convenient meeting place for social activities. 


The technical library (below) at The 
Midland Division of the Dow Chemical Com- 
pany, Midland, Mich., provides a host of 
services for all employees. Open 24 hours a 
day, every day of the year, the Dow library 
loans out some 11,000 books a year to em- 
ployees. 


——_— 


of the Lutheran Brotherhood Insurance Co. is an excellent 
example of the adaptability of recreation to a downtown 
location. Cushman Memorial Park, on the other hand, is 
50 miles from the Delta Air Lines offices in Atlanta, Ga. 
It was developed to provide a summer vacation area ev- 
clusively for Delta employees, 

Ansco Park and Old River are complete within them- 
selves offering virtually every imaginable type of activity. 

All are successful because they have been carefully 
planned according to local conditions and resources with 
the specific leisure time needs of their employees as the 
primary planning consideration. 
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Popular spot (above) in the employees’ 
association clubhouse at Hughes Aircraft, El 
Segundo, Calif., is the friendly lounge. 
clubhouse also includes club rooms, large hall 
and kitchen 


In the shadows of the new Bucyrus, Ohio, 
Shipping Center (above), Timken Roller 
Bearing Co. employees watch their children 
compete in the Bucyrus fishing derby held at 
the plant pond. Later, a square dance was held 
for grownups on the Shipping Center parking 
lot adjacent to the pond. 


eat? eS 
Prudential Insurance Co. employees 
(above) relax with a game of croquet during 
the noonhour break. Located on the outskirts 
of Minneapolis, Prudential’s extensive grounds 
also include facilities for shuffleboard and 
horseshoes as well as a beautiful lake. 


Multi-purpose gymnasium in the Kohler 
Co. Memorial, Kohler, Wis., (right) features 
a full size basketball court. Bleachers may be 
folded up to make space for a stage or an 
additional small gymnasium. Seating capacity 
in the main gym is 450 for basketball games. 


fl of recreation facilities 


Cushing Memorial Park (below), near 
Atlanta, Ga., was developed by Delta Air 
Lines employees into a fun-filled park with 
clubhouse, boat docks, picnic pavilions, swim- 
ming area and playgrounds. 


Aerial view (above) shows picnic area and boating lagoon 
in National Cash Register’s famous Old River Park, Dayton, Ohio. 
Park facilities include swimming and wading pools, boat and picnic 
shelters and vast athletic fields for men, women and children. 
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Textile Tournament 


What is industrial recreation’s great- 
est sports attraction ? 

In the Southeast there can be little 
doubt. It’s the Southern Textile Basket- 
ball Tournament. In fact, many claim 
it’s one of the finest events of its kind 
in the world. 

Preparing for its 36th annual meet- 
ing, March 11-14 in Greenville, S. C.. 
the Southern Textile Athletic Associa- 
tion expects its 1959 tournament to 
attract more than 1,000 players and 
10,000 spectators. 

First held in 1921 to give local boys 
and girls a chance to participate in a 
tournament at the end of their regular 
seasons, the event is open to textile 
plants and those companies in allied 
industries, 

Competition is held in four classes: 
“A”, “B”, and “C” Boys and Girls, All 
players must “derive their livelihood 
from the plant they represent or re- 
ceive over half their support from par- 
ents who are on the payroll of the plant 
they represent.” 

In addition, the Southern Textile 
Athletic also conducts a 
Junior Tournament for kids up to 17 
years old. This event, to be held in 
Greenville Feb. 23-28, offers six classes: 
Biddy Boys and Biddy Girls, Midget 
Boys and Midget Girls, “D” Boys and 
Junior Girls. 


Association 


Both tournaments are expected to be 
hotly contested and a lot of fun for a 
lot of people. If you are down Green- 
ville way, drop in. You won’t be dis- 
appointed. If you can’t make it, check 
May R/M. We'll carry the whole story. 


Baseball, California Style 


Waiting for the baseball season to 
start? In San Diego, they just finished 
the season. 

No, it’s not the Cuban winter league 
in exile. It’s the very active winter 
municipal baseball league sponsored by 
the San Diego Park and Recreation 


Dept. in cooperation with the Industrial 
Recreation Council of San Diego. (see 
photo) 

The league consists of three divi- 
sions, American, Industrial and Na- 
tional. In the American division, each 
team is permitted a maximum of five 
professional players. It is this same 
winter set-up from which once came a 
young power hitter named Ted Wil- 
liams and, more recently, a tall hurler 
named Don Larsen. 

Top teams throughout the years in 
both the semi-pro and amateur divi- 


sions represent Convair, Ryan, Rohr, 
and Breast O° Chicken Tuna. 
Although the winter league starts 


the first of October and winds up in 
spring, many teams keep at it the year- 
round by entering San Diego’s summer 
league. 


Break the Coffee Break? 


Frequently abused by employees. 
sometimes maligned by management. 
the coffee break came under the close 
scrutiny of the National Office Man- 


agement Association. 

In a survey of 1,896 U. S. and 
Canadian firms, NOMA found that 
81% have allowed coffee breaks for 
five years, more than a third for more 
than 10 years. 

However, 3% are now considering 
abolishment. In fact, 0.6% have al- 
ready dropped the coffee break. 

These figures may seem insignificant 
when related to the whole. But how 
would you like the job of calling coffee 
breaks to a halt at your company? The 
reasons would have to be pretty strong, 

What’s the problem? According to 
NOMA, 56% of the companies claimed 
that employees abused time limits. 

What’s a possible solution? Vending 
machines and catering services have 
been proved to cut break-time to 10 
minutes or less. However, only one: 
third of the surveyed companies are 
using this streamlined service. 

In 28% of the companies, employees 
buy coffee in the company cafeteria, 
while the remainder either go outside 
or make their own. 

Another interesting fact disclosed by 
the survey: Canada leads the U. S. 91 
to 80 in the percentage of firms that 
allow coffee breaks. Canadian firms 
also make coffee available more fre- 


quently than U.S. companies, that have 
breaks, 94% to 89%. 








BASEBALL is a year-round sport in San Diego as many industrial teams enter the 
winter municipal baseball league. Here, a Convair batter, Jim McMinn, waits for a 


good one. 





what's your RQ? 
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What’s your recreation quotient? 
R/M bets that it’s tops and will pay 
you to prove it. If you have found an 
unusually effective solution for one of 
the many problems that confront in- 


dustrial recreation directors, jot it down 
and send it to RECREATION MA}- 
AGEMENT, 203 N. Wabash, Chicago 
1, Illinois. If it’s published, we'll pay 
you $10. 
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Looking for Bowling Films? 


The film you need to highlight your bowling awards banquet may be one of those 


listed below, culled from the ‘Bowling Film Guide’ of the BPAA. 


BETTER BOWLING—HOW IT’S DONE 


20 minutes color, 16mm, sound 
Subjects covered: how a ball is made; a 
howler should be measured; how Bates and 
Curval grips work; how to shoot spares: 
how to improve your bowling; what to do to 
vet high scores; and awards for high scores. 
Free loan service, Ebonite Co., Division of 
Stowe Woodward Co., Newton 64, Mass. 


STRIKING CHAMPIONS 


12 minutes B&W, 16mm, sound 
Ned Day demonstrates spare bowling, Joe 
Norris picks up spares and splits. Marion 
Ladewig also does spare and split shot bowl- 
ing and Joe Falearo shows his trick shots. 
Free loan service. Brunswick-Balke-Collender 
Co., 623 S. Wabash, Chicago 5, Ill. 


JERRY LEWIS BOWLS THE 
PROFESSOR 


25 minutes B&W, 16mm, sound 
\ kinescope of the television show in which 
comedian Jerry Lewis bowled a_ special 
match against Paul Krumske on Sam Wein- 
stein’s “Bowl the Professor” show. 

$25 Muscular Distrophy Donation. Universal 
Bowling & Golf Corp., 525 S. Wabash, Chi- 
cago, Hl. 


PIN GAMES 


12 minutes B&W, 16mm, sound 
Features duck pins, rubber-band duck pins 
and candle pins. Film also has a sequence 
showing Joe Norris in ten pin bowling. 
Free loan service. Brunswick-Balke-Collender 
Co., 623 S. Wabash, Chicago 5, Tl. 


BOWLING FUNDAMENTALS 


15 minutes B&W, 16mm, sound 
Initial techniques of bowling are presented 
by an expert who provides instruction and 
demonstration to a group of boys and girls. 
Each important point is covered, step by 
step, and a lesson is given in selection of 
ball, stance, approach, aim, delivery, follow- 
through, and direction. 

Rental, $2.50. Ideal Pictures Corp., 233 W. 
12nd St., New York 36, N. Y. 


SPLITS, SPARES AND STRIKES 


12 minutes B&W, 16mm, sound 
Included in this film are: Tillie Taylor in 
some good instructional shots; WIBC_ in 
bowling: women bowlers; slap-stick bowling: 
spare bowling demonstration and trick shots. 
ree loan service. Brunswick-Balke-Collender 
Co., 623 S. Wabash, Chicago 5, Ill. 


“Wee Eaty Way “lo Lear 
23”’ x 35’’ WALL CHART 


only 50c each 


A new, eye-catching wall chart on 
the Rules of Golf, printed in two 
colors on heavy, durable paper — 
ideal for framing or for bulletin 
board display. Features the 60 hu- 
morous cartoons taken from the pop- 
vlar NGF booklet “The Easy Way To 
Learn Golf Rules.” 

ORDER NOW! 





To: NATIONAL GOLF FOUNDATION 
407 S. Dearborn Street 
Chicago 5, Illinois 
Please send me “The Easy Way to Learn 


Golf Rules” wall charts at 50c each. 
Enclosed is my check or money order for $ 


Name 
Company 
Address 
City 


Zone State 


TO LEARN 
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Shuffleboard 
Fun For Everyone! 


From 8 to 80 here is exciting recrea- 
tion for all ages . . . keen enjoyment 
for players and spectators. 

Rugged, Dimco FreeGlide Shuffle- 
board sets are available for both out- 


door and indoor installation. 
Easy to install . . . low in upkeep! 


Write today for colorful folder, Let's 
Play Shuffleboard,” containing com- 
plete information on court layout and 
equipment. 


DIMCO-GRAY COMPANY 


208 EAST SIXTH STREET 
DAYTON 2, OHIO 


Golf Kules” 
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( COACH-TEACH-STUDY ) 


Every high school and college athletic department 
should have a complete set of these modern teaching 
aids. The Athletic Institute’s 35mm sound slidefilms 
are the greatest sports instruction aids ever produced. 
They’re now used to teach sports skills to over 
6,000,000 students every year. Slidefilms are easy-to- j 
understand, authoritative, and economical. They'll 
help make your teaching job easier. Each slidefilm 
kit contains from 2 to 7 color slidefilm units (avail- 


able with or without sound records), instructor's 


guide, and student handbooks. iy 























| NOW AVAILABLE IN TWENTY-ONE POPULAR SPORTS SUBJECTS i 
e APPARATUS ACTIVITIES ¢ BOWLING e GYMNASTICS e TRACK G FIELD | Ie 
for boys and men Sound, $29.75 Silent, $24.15 for girls and women Sound, $60.75 Silent, $46.50 

Sound, $51.75 Silent, $44.15 © CAMPING Sound, $38.00 _ Silent, $32.40 ° eg ee Silent, $23.90 

a serena yg Sound, $21.75 eLIFE SAVING _ : ae he mechan 

‘ ee Silent, $32.90 ° COMPETITIVE SWIMMING ; noon hearin Silent, $19.50 Sound, $26.50 Silent, $21.90 
Sound, $54.75 Silent, $47.15 oe FR TS | ee, Sound, $69.75 _ Silent, $60.15 CeO SO iont, $24.90 

° BASEBALL e DIVING ° SWIMMING ° VOLLEYBALL 
Sound, $62.50 Silent, $52.10 Sound, $49.75 Silent, $41.75 Sound, $36.50 Silent, $32.50 Sound, $39.75 Silent, $34.15 

e BASKETBALL ¢ GOLF e TENNIS e WRESTLING : : 
Sound, $56.50 _ Silent, $46.90 Sound, $39.50 _ Silent, $33.90 Sound, $48.75 _ Silent, $41.15 Sound, $58.75 _— Silent, $51.15 


Write today for full " 

details— TH E °§ 
The Athletic 

Institute, 


_ S. aye A NON-PROFIT ORGANIZATION DEVOTED TO THE ADVANCEMENT 
icage 4, Illinois OF ATHLETICS, RECREATION AND PHYSICAL EDUCATION 
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Amost effective way to say“ Well Done!” 


A Kodak camera like this new American 
classic, the Kodak Signet 80 Camera, 
makes a truly worth-while gift for all of 
your employee award programs. Thrilling 
to receive, a Kodak camera or outfit will 
be appreciated through the years by your 
employees and their families as they save 
their good times in pictures! 


Reward your employees, when the occasion 
arises, with a gift they really want—a Kodak 
camera or outfit. It makes a unique award— 
nothing else brings so much family fun, builds 
so much goodwill for your company. 

Prizes, gifts, or awards—there is the right 
“most-wanted” value for your program in 
Kodak’s full line of cameras and outfits from 
$4.25 to $850. Mail coupon today for details. 


™ Prices are list and subject to change without notice 





New Brownie Starflash Camera takes Easy-to-use 35mm camera — Kodak Better 35mm color slides . . . automat- 
snapshots in color or black-and-white, Pony II Camera—has pre-set shutter, ically! Kodak Signet 50 Camera has 
and color slides. Cdmplete outfit, $9.95. quick ‘‘zone”’ focus for close-ups, groups, built-in exposure meter; fast //2.8 lens. 
Colored outfits, $10.95. Ideal as com- scenes. Kodak Pony Cameras and Out- $82.50. Kodak 300 Projector with Ready- 
pany gifts or as awards for contests. fits from $29.50 to $60.75. matic Changer, $64.50. 





8mm color movies—indoors and out— Brownie Movie Camera, Turret {/2.3, 8mm Brownie Turret Movie Camera, 
snapshot easy. Brownie Movie Camera, for regular, wide-angle, or telephoto Scopesight f/1.9. Built-in exposure meter 
f/2.3, needs only one setting. $32.50. Kit scenes, $59.50. Brownie 300 Movie Pro- automatically shows correct exposure, 
with camera, 2-lamp movie light, lamps, jector shows brilliant 8mm movies up to 3-lens range, $99.50. Kodak Showtime 
titler board, $39.95. Makes a grand prize! 3 feet wide. Reverse action, too! $64.95. 8 Movie Projector, $123.50 up. 


If it’s made by Kodak, it’s most wanted by your employees! 


EASTMAN KODAK COMPANY, Rochester 4, N.Y. 








=< MAIL COUPON TODAY=-——————————— — — — — — — — P 

EASTMAN KODAK COMPANY, Premium Sales Office, Rochester 4, N.Y. a 
7 

Gentlemen: Please send me more details on promotion opportunities with Kodak premiums. 245-3 
Name 
Company ri Ixodalk 
- TRADEMARK 
City State 











PINPOINT 
DSESIGN 
MOLDED SOLE 


Assuring better footwork 
and maximum comfort 
Featured in COURT 
STAR (lace-to-toe) 

and NETKING 

(cirevlar vamp) 

Sizes — 

Men's 4 to 14 

Women's 

4to 10 


POSITIVE 


TRACTION 


on every kind of court! 


When you select the Converse tennis shoe best suited for 
your needs — COURT STAR, NETKING or SLIPNOT — you 
will find the reason why, among professionals and amateurs 


alike, the big and growing preference is CONVERSE. 


CONVERSE RUBBER COMPANY 


MALDEN 48, MASSACHUSETTS 


NON-SKID 
MOLDED SOLE 


Sure traction on grass, wet oF 
polished courts. 

SLIPNOT Oxford in lace-to-toe 
and circular vamp models . . + 
a great shoe made perfect by @ 
slip-proof outsole. 

Sizes — Men's 4 to 14, 

Women's 4 to 9 








